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It’s the difference in H-R KOLA that 
makes the difference between get- 
ting the cold shoulder or a warm 
welcome from the dealers you call on. 


H-R KOLA is laboratory and consumer tested for consistent, unsurpassed flavor. 


That means consistent, repeat business for retailers... and for you. 


H-R KOLA is a product of 35 years experience in the manufacture of superior 


syrup products. Your confidence has been earned by the standards we've 
maintained. 


H-R KOLA’S quality ingredients make a zippy, zestful. kola drink that's 
playing “demand performances” wherever it's introduced. 


Here’s your chance to catch more kola profits with that sure-fire business 
builder, H-R KOLA concentrate. Write today for details. 


THE SYRUP PRODUCTS COMPANY 


“Sewing the bottler since (G91S5S" =o 


Baltimore 2, Maryland 
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Explosive Price Issue Goes To Court In Chicago; 
Charge Coke Conspiracy to “Destroy Competition” 


T- cold” price war between the “traditional hold-the 
liners and the price-for profit proponents finally exploded 
into hot, open battle last month 
The fuse was ignited by the Chicago Dr. Pepper Bottling 
Company when on January 25 in U. S district court it 
filed suit against the Coca-Cola Company and The Coca 
Cola Bottling Company of Chicago, Inc., on charges that 
the two firms had “illegally conspired” to “destroy com- 
petition” by selling Coca-Cola ‘‘at unreasonably low prices.” 
It contended that the defendants had “engaged in a 
continuing conspiracy (a) to monopolize and attempt to 
monopolize the soft drink beverage business in the Chicago 
area, and (b) to restrain interstate trade and commerce 
in the soft drink beverage business.’ These actions, the 
complaint held, were in violation of the Sherman Anti- 
Trust Act, the Robinson-Patman Act, and the Clayton Act. 
(Some industry observers expressed the opinion that 
the court's decision might well shape the future price posi- 
tion of the soft drink industry. It was felt also that the 
price-wage freeze will complicate determination of the suit. ) 
Specifically, the suit charged that the defendants: 


Sometime prior to 1948 illegally conspired to adopt 
and maintain in the Chicago area a retail price for 
Coca-Cola, which was below cost, and thus drive inde 
pendent bottlers such as plaintiff out of business 
Falsely represented to the soft drink beverage con 
suming public in the Chicago area that a retail price for 
more than Sc a bottle for soft drink beverages was un- 
justifiable and against public interest. 
3. Urged consumers ‘‘not to do business” with retailers who 


charge other than prices fixed for Coca-Cola 
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i. Compelled dealers to sell at a nickel “under threat of 
discontinuing their supply of Coca-Cola 

The complaint added that the 80c wholesale case price 
is “‘below cost’’ in that it is “16¢ per case below that 
charged by defendant Coca-Cola Company’s bottlers in 
comparable cities in other parts of the country.”” It further 
charged that the 80c price ‘‘was and is maintained by de- 
fendants for the purpose of eliminating plaintiff as a com 
petitor. 

As a result of these practices, Chicago Dr. Pepper 
claimed it had suffered losses of $250,000, and asked 
$750,000 (treble) damages and an injunction restraining 
Coca-Cola from continuing to sell its products at “less 
than cost.” 

In an exclusive statement to N.B.G., Chicago Dr. Pepper 
president H. C. Eggleston stated: 

The Coca-Cola Company is operating wholly-owned 
subsidiaries in Pittsburgh, Penna.; Chicago, III.; Oakland 
and San Francisco, California. It is operating these sub- 
sidiaries at a loss in order to put the small bottler out of 
business, which is a violation of the Anti-Trust Act 

In the markets that it is Operating its subsidiaries, it 
has dictated the resale selling price of Coca-Cola, which 
also is a violation of the Anti-Trust Act. In these markets, 
it has been running radio programs telling the consumers 
that if the storekeeper charges more than Sc for Coca-Cola 
they are being overcharged. 

It has also been advertising in the newspapers in these 
markets and telling the public not to pay more than 25¢ 
for a 6-Bottle carton of Coca-Cola, which is a violation 
of the anti-Trust Act. 

With Coca-Cola selling from 96c to $1.60 per case in 
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where 
Coca-Cola 


Soft Drink Prices Frozen; 
A.B.C.B. Files Appeal for Relief 


Following the issuance on Jan. 26 of the long expected 
reeze, A.B.C.B. announced that on Jan. 29, 
he soft drink industry, it had filed an appeal 

onomic Stabilization Agency to allow bottlers 

prices under certain conditions. The appeal 

following 

proposes an amendment which would permit man 

acturer-wholesalers of soft drinks to adjust at their 

option, ceiling prices established by the General Ceil 

ing Price Regulation, provided that such adjusted price 

is not to exceed a maximum adjusted price to be ap 

proved by the administrator as consistent with the 

objectives of the price stabilization program and the 
Defense Act of 1950 

) It requests that deposits, if held to be under the 
G.C.P.R., be exempted 

The G.C.P.R. establishes ceiling prices for all com 

modities and services (except those specifically exempted ) 

upon the basis of your highest price in effect for the com 

modity during the base period, December 19, 1950 to 

January 25. 1951 

Your ceiling price for the sale of a commodity or 
service,” says Section 3 of G.C.P.R., “is the highest price 
at which you delivered it during the base period to a pur 
haser of the same class. If you did not deliver the com 
modity or service during the base period your ceiling price 
is the highest price for which you offered it for base pe riod 
delivery to a purchaser of the same class 

G.C.P.R. requires certain record keeping. The regula 
tion says: “You must preserve and keep available for ex 
iumination by the Director of Price Stabilization thos« 
records in your possession showing the prices charged by 
you for the commodities or services which you delivered or 
offered to deliver during the base period, ind also suf 
nt records to establish the latest net cost incurred by 


you prior to the end of the base period 


Aluminum Cases, Vending Machines 


Hit by New Order 


In a move tightening civilian use of aluminum, the Na 
Production Authority early this month halted the 
ture of aluminum beverage cases and the use oft 

in vending machines (except functional parts), 


951. The order, NPA M 


ture of approximately 


7, also bans alumi 


00 other 


Mississippi Bottlers Elect Officers 

Walter May, of the Double-Cola Bottling Co., Meridian, 
Miss., was elected president of the Mississipps Bottlers of 
Carbonated Beverages at the annual meeting of the asso 
8-30 in Biloxi. B. G. Hazard, Coca-Cola Bot 


Co., Columbus, was elected vice-president, and Ed 


ration J in 


of Columbia, was named executive secretary 


d directors wet retiring association sident Sam 


’-Up Bottling 


pr 


pette Bottling Co., Hattiesburg; William Caulfield, Jack 
son Bottling Co., Jackson; Zed Hawkins, Coca-Cola Bot 
tling Co., Meridian; H. E. Holmes, Nehi Bottling Co., 
Kosciusko; Tom Flowers, Dr. Pepper Bottling Co., Green 
wood: and Homer Sledge, Royal Crown Bottling Co 
Senatobia 

The Mississippi Bottlers’ Booster’s Club elected War 
ren Clark, New Orleans, president; C. B. Flood, Jack 
son, vice-president; and H. R. Gayden, Jackson, secretary- 


treasurer 


Stiff Beverage Taxes Facing Several States 
—4c Per Bottle Levy Asked In Tennessee 


Discriminatory beverage tax threats, some having power- 
ful backing, cropped up in several states last month. A tally 
of the state-by-state tax developments as this issue went to 
press showed this ominous picture 

Tennessee faces a 4c per bottle levy; Arkansas, 2c; and 
West Virginia, Massachusetts, and Nebraska, levies of one 
cent per bottle. Overshadowing these ‘ localized” tax 
threats was the possibility of the Federal government im- 
posing a cent-a-bottle excise tax on soft drinks (see item 
page 5) to help finance the nation’s mobilization program 

The Tennessee tax proposal of 4c per bottle (16 oz. or 
less) was introduced into a special committee on Jan. 15, 
to help finance a soldier's bonus. Leading Tennessee bot- 
tlers called the measure “really serious,” one pointing out 

it would be very dangerous and difficult to defeat if it 

ever got out onto the floor of the Senate and House.” 
W. E. Harlan, president of the state bottlers’ association, 
declared that the measure, if enacted, would cut soft drink 
sales by 50 and ruin half of the bottling plants in Ten 
nessee 

Twenty-four hours after the tax proposal was made, 
the association put into action the now-famous “Georgia 
Plan,’ and began enlisting the support of civic and con 
sumer groups. (The VFW in the state has already issued a 
statement objecting to levying so heavy a tax on a single 
item. ) 

The big obstacle facing the Tenn. bottlers is the expected 
yield of the tax 


beverage tax 


$20 million, as well as the fact that a 
at least several months ago—had the sup 
port of certain bottlers. It is known that two Tenn. bottlers, 
seeking to break the nickel price line, late last year urged 
the Governor to enact a drink tax. However, last November, 
Tenn. Gov. Gordon Browning told an NBG editor he 
would be opposed to any form of taxation which would 
create “‘undue hardships 

The Arkansas tax proposal of 2c per bottle was recom 
mended by Governor Sidney S$. McMath in his opening 
address to the Arkansas legislature. His aides are now 
known to be preparing legislation to that effect 

A trade source close to the tax picture in this State 
reports: ‘The tax is a very definite part of the Governor's 
revenue program. It is doubted that he can pass the two 
cents tax; however, the blow might be eased to salve public 
opinion by reducing the tax one cent per bottle 
Strange as it may seem, several bottlers are determined to 
get a tax on the industry, and frankly, with the bottlers 
fighting amongst themselves, the industry is fair game 
for politicians 

This source emphasized, however, that the majority of 
the State’s bottlers are definitely against the tax measure 


The Executive Board of the Arkansas bottlers’ associatior 
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has already unanimously adopted a resolution opposing 
taxation of “any form of soft drinks.” Also known to 
be vigorously opposing the tax is the powerful West End 
Women’s Christian Temperance League of Little Rock 

The one-cent per bottle tax proposal in West ‘Virginia 
was also proposed by the State’s Governor, O. L. Patteson, 
although he did not label it as an administrative measure 
Ironically, a number of W. Va. legislators have expressed 
the opinion that if this tax is to be imposed at all, it may 
is well be two cents a bottle. As one of them declared 
They'll put the price (of a soft drink) up to a dime, 
with the tax on it. With that kind of an increase, we had 
better take two cents 

Industry leaders in Massachusetts and Nebraska, where 
one-cent per bottle levies likewise have been proposed, also 
admit that the situation is “serious.” 

The only bright spot in the general tax picture came 
from Pennsylvania. Asa L. Day, secretary of the state 
bottlers’ association, said last month: “I have complete 
faith in the pledges of the Republican Party and the Demo- 
cratic Party against re-enactment of the tax, and the word 
of Governor Fine that he is unequivocally opposed to 
the tax.” 


Thirteen Regional Offices Set Up by 
Economic Stabilization Agency 


The Economic Stabilization Agency has announced the 
establishment of thirteen regional offices. They are loc ated 
as follows 

Region I, 141 Milk St., 4th Floor, Boston, for Connec- 
ticut, Massachusetts, Maine, New Hampshire, Rhode Island 
and Vermont; 

Region II, 2 Park Avenue, 11th Floor, New York City, 
for New York and New Jersey; 

Region III, Commercial Trust Building, 11th Floor, 15th 
and Market Sts., Philadelphia, for Delaware and Pennsyl- 
vania 

Region IV, 900 North Lombardy Street, 2nd Floor, 
Richmond, Va., for Maryland, North Carolina, Virginia 
and West Virginia 

Region V, Silvey Building, 114 Marietta St., N. W., 
Atlanta, for Alabama, Florida, Georgia, Mississippi, South 
Carolina and Tennessee; 

Region VI, 1901 East 13th St., Cleveland, for Kentucky, 
Michigan and Ohio 

Region VII, Room 426, Court House Building, 219 South 
Clark St., Chicago, for Illinois, Indiana and Wisconsin.; 

Region VIII, Northwestern National Bank Building, 
Room 1009. 620 Marquette, Minneapolis, for Minnesota, 
Montana, North Dakota and South Dakota; 

Region IX, 112 Ninth Street, Kansas City, Missouri, for 
Iowa, Kansas, Missouri, and Nebraska; 

Region X, Fisher Building, 3306 Main Street, Dallas 
Texas, for Louisiana, Oklahoma, Arkansas and Texas; 

Region XI, Central Savings Building, Sth Floor, 15th 
ind Arapahoe Sts., Denver, for Colorado, New Mexico, 
Utah and Wyoming; 

Region XII, 1000 Geary St., San Francisco, for Arizona, 
California and Nevada 

Region XIII, National Bank of Commerce Building 
1110 Second Ave., Seattle, for Idaho, Oregon and Wash 


ington 
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‘Defense Plans Committee 


Named By A.B.C.B. President 


Appointment of an A.B.C.B Defense Planning Com 
mittee has been announced by President Alvin G. Beaman, 
with membership to consist of John F. Leary (Chairman), 
Newburyport, Mass.; Edward Wagner, Cincinnati, Ohio 
J. W. Davis, Roanoke, Virginia; Joseph LaPides, Baltimore, 
Md.; Wilbur H. Glenn, Columbus, Georgia, and Truman 
M Gill, Beeville, Texas. 

General functions of the newly appointed industry 
Defense Planning Committee, as a special committee ot 
the Executive Board, will be to develop policies and re 
present the association in connection with the Government's 
mobilization activities and controls which are proceeding 
at an increasingly rapid pace 

Several members of the Committee are former members 
of the Industry Advisory Committee of World War II, 
and thus are fully familiar with defense program problems 
likely to be faced by the industry during the coming 
months 


Report Government Will Ask 
One-Cent Beverage Tax 


As this issue went to press, there were persistent rumors 
in Washington that Secretary of the Treasury John W 
Snyder would shortly propose a cent-a-bottle excise tax 
on soft drinks as part of the government's suggested tax 
program. The administration, it is known, is seeking new 
sources of revenue to finance the nation’s mobilization 
effort. 


Sugar Transport Difficulties 
May Affect U. S. Supply 


The warning given by A.B.C.B. and other industrial 
sugar-users to the Department of Agriculture in connec- 
tion with the determination of permissible 1951 sugar sup- 
plies, is given support by current Washington reports indi 
cating how risky itis to determine quotas upon the assump 
tion that there will be no interruption in production and 
transportation 

“America’s sugar supplies in the future may be seriously 
depleted unless Cuba’s railroads are rehabilitated,’ ac 
cording to a World Bank report. “If prompt action is 
not taken with respect to the United States,” said the 
report, ‘there is a real possibility that the 1951 sugar 
crops may not be adequately handled and a_ probability 
that the transport services required for the 1952 crops 
may not be available.”’ 


“Don’t Sit Back—Go Out and 
Get Volume,” Parent Firm Advises 


In an explanation of its “'tactical position” for 1951, the 
O-So Grape—Dr. Swetts Root Beer companies last month 
declared that “‘this year the volume is there for those bot 
tlers who will go out and get it.” 

Criticizing the lethargic, ‘‘sit-tight’ attitude of some 
bottlers, the parent firm stated 

“Don't sit back and wait! The market is fluid. It won't 
keep for anybody who is sitting back, no matter what the 
reason. It is wide open for top quality flavors that are well 
displayed in attractive packages, in popular sizes No 
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matter what the times there has been no change in the basic 
ules for success in the beverage business—better quality 
of product, better servicing of the outlet, better display 
it the point of purchase.” 


Coke Tops in Grocery Store 
Distribution, Survey Shows 


A 1950 study on grocery store distribution in twelve 
markets by the Scripps-Howard newspaper chain reveals 
one of the key reasons for Coca-Cola's tremendous sales 
success. The product is available in almost every store 


hecked! 


In Cincinnati, Coke was found in 99% of all grocery 
outlets surveyed; in Cleveland, 91%; Columbus, 99°; 
Denver, 96%; El Paso, 96%; Fort Worth, 96%; Houston, 
7 Knoxville, 100%; 
6°; Pittsburgh, 94% and San Francisco, 88% 


©; Indianapolis, 96% Memphis, 

Pepsi-Cola, the survey showed, was runner-up in grocery 
tore distribution. It was found in 90% or more of the 
tores in seven of the twelve cities, and in 88% of the 


tlets checked in two other markets 


Hires Price Up In All 
But Two Areas 


The Charles E. Hires Co. by mid-December of last year 
11 ase price of its eight, 12 and 24-ounce 

y areas except two southern markets 
evail, Edward W. David, president, 


rent firm's annual meeting last 


price adjustments were intended 
creases in prices ‘for practically 


manufacture and distribution of 


volume was lost as a result of the increase, which 
in different areas, Mr. David added, but “‘our ex 


e shows that we are offsetting this by an improve 


in our net income. The small drop in volume is 


kely to be only temporary.’ 


1 


s for the December quarter of Hires, first three 
nths in its fiscal year ending September 30, 1951, are 


timated about 20% to 3% above the $1,170,342 reported 


for the same quarter of 1949 
| 


Consumption Up, Rate of Gain 
Leveling Off, Survey Finds 


Standard & Poor’s latest industrial survey covering the 
soft drink industry points out that sales for home use now 

ount for about 75° of the total volume of the indus 
try, with beverages being used in only about 1/4, of the 
ation’s homes 

However, it notes that the rate of sales gain ‘seems to 

leveling off’ and assumes that further increases will 


re additional emphasis upon advertising and promo 
The survey appears in Volume 118, number 49, section 
» of Standard & Poor's industry surveys, with a key number 


of B3-B 


6 


Owens-Illinois Introduces New Series 
of Distinctively-Patterned Bottles 


Production of a new line of distinctively-styled beverage 
bottles has been announced by the Owens-Illinois Glass 
Company, leading bottle manufacturer of Toledo, Ohio 
The new series. apparently aimed at helping a bottler 
strengthen product identification through the package itself, 
consists of “twenty unusual stippling and knurling pat- 
terns.”” A sample bottle carrying all of the stippling patterns 
has been produced and will be made available to bottlers 
for aid in selecting desired designs 


Price Freeze Halts Increases, 
But Many Get In Under Wire 


Getting in under the price-freeze wire, scores of bottlers 
in various parts of the country effected price increases 
in the past forty-five days to strengthen their profit posi- 
tions. These were some of the key developments 

In Georgia, the State which has shown the strongest 
hold-the-line tendency, the first real break came when the 
Coca-Cola bottling companies in Athens, Albany, Augusta 
and about 15 smaller cities advanced the wholesale price 
from 80 to 85 cents. However, the big Coke piants in 
Atlanta, Columbus, Macon, Savannah and Rome are still 
holding the 80-cent line 

In Huntington, W. Va 
of Coca-Cola, boosted the case price to 96c. Firms in 
Canada Dry, Dr. Pepper, Seven-Up, 
Grapette Whistle, Frostie Root Beer, Pey si-Cola, Nesbitt 


and Royal Crown Cola. Some weeks earlier, several Charles 


all bottlers, with the exception 


volved include 


ton bottlers also advanced prices 
In Phoenix, Ariz., all bottlers, excepting Coke and Dr 


Pepper increased wholesale prices from 80c to $1.10 and 


retail levels from five to seven cents per bottle. The retail 
lu 


carton price was boosted to 35c, plus deposit 

In Missouri, there were several notable increases. Coca 
Cola bottling companies in Columbia and Lebanon boosed 
to 96c. Springfield Dr. Pepper put across a second increass 

In Virginia, all Roanoke bottlers, including Coke, 
boosted to 96c. Coke plants in Pulaski, Galax and Rocky 
Mount announced a similar increase 

(In Canada, an all-out price break occurred when major 
franchise firms announced a wholesale case boost to $1.20 
actually 98c per case, plus tax. All company-owned opera- 
tions of Coca-Cola, Ltd., Toronto, were involved in the 
boost ) 

About 65% of all plants in this country had increased 
prices before the price-freeze became effective, according 
to N.B.G. estimates 


Pepsi-Cola Aims Set Forth 
At Annual Sales Convention 

The 1951 program of the Pepsi-Cola organization 
parent company and bottlers—calls for a national sales 


distribution and a 
strengthened advertising campaign, and higher bottler 


increase through more intensive 
profits through adequate pricing. This was revealed at the 
annual sales convention of Pepsi Cola bottlers, held Jan 
uary 15-17 in Chicago. Approximately 1,000 delegates 
attended the three-day session 


Pepsi-Cola Company President Alfred N. Steele told the 
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OS0...the Fastest-growing 


Flavor Line 


The O-So flavor line has enjoyed an excep- 
tional increase in popularity and volume dur- 
ing the past year . . . and for good reasons. 
Profit-conscious bottlers have been quick to 
realize the definite sales advantage of 
having ONE EASILY-REMEMBER- 
ED NAME for their “lead” beverage 


and their full line of flavors. 


Economical, too! Complete 
bottle flexibility simplifies 
operations, holds down 


glass inventory. 


OTHER O-SO PLUS FACTORS 2 \ 3 
* 10 super-quality flavors, on a pro- - = 6 a 4, 
tected-territory basis, at prices low- = ITRADE MARK REG. 


er than most non- protected flavor 


lines 


Bottle financing assistance by Par- 


ent Company 


DEHYDRA Flavors... shipped by 


parcel post, saving in first cost, deliv ; 
ery expense, delays and_ breakage. en 
ss . . 10-0une 


e 
All-Purpose Bottle 


Standard 7-ounce Bottle 


COMPANY chicago 36, tlitceis 
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There is no better way to protect distinctive beverage 
flavor and quality than to seal with Mundet Crowns. Tops 
in service .. . tops in value. Mundet Cork Corporation, 
Crown Division, 7101 Tonnelle Ave., North Bergen, N. J. 


UNDET CROWNS 





COMPLETE CROWN SERVICE 





MUNDET DISTRICT OFFICES 
“ATLANTA DALLAS 1 KANSAS CITY 7, MO. ST. LOUIS 9 


339-41 Elizabeth Street, N.E 60! Second Avenue 1428 St. Louis Avenue 3176 Brannon Avenue 
*BOSTON DETROIT 21 *LOS ANGELES (Maywood) “SAN FRANCISCO 7 
? Regent St. (No. Cambridge 40 1440! Prairie Street 6116 Walker Avenue 440 Brannan Street 
“CHICAGO 16 *HOUSTON 1 *NEW ORLEANS 16 
2601 Cottage Grove Avenue Commerce and Palmer Streets 315-325 N. Front Street *in Caneda: 
CINCINNATI 2 JACKSONVILLE 6, FLA. PHILADELPHIA 39 Mundet Cork & Insulation Ltd. 


EE 427 West 4th Street 900 E. Bay St 856 N. 48th Street 35 Booth Avenue, Toronto 


“CROWNS CARRIED IN STOCK 
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ARE YOU ALL AT 








V4 HEN you listen to all the claims and statements that are made about crowns these 
days, it is easy to become confused. In fact, you may find it a problem to decide which 


make of crowns is your best buy. But fortunately there’s an easy way to solve this problem. 


YOU'LL FIND THE RIGHT ANSWER 
ON YOUR OWN BOTTLING LINE... 


It is on your bottling line that the quality and dependability of crowns 
show up. And among all the claims and statements about crowns, one 


important fact stands out clearly: 


Year after year bottlers and brewers buy far more CCS Crowns than any other kind. 
That wouldn't be true unless they found them the most satisfactory and profitable to use. 


Crown Cork & Seal Company ¢ Baltimore 3, Md. 


/ ect Mask f ¢ un ( 


Plants at: Baltimore « St. Lovis « Los Angeles + San Francisco 


Branch Warehouses throughout the Nation 


CCS CROWNS 
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“Its simplicity of operation keeps 
down the cost of labor.” 

H. Gary Anderson, Jr 

Coca-Cola Bottling Co., Aiken, S. C 


“It has given us perfect satisfac- 
tion in every respect." 


C. J. Ray 
Coca-Cola Bottling Co., Denmark, S.C 


“Our records show that our new 
Miller Hydro is washing our bot- | 
tles at a minimum cost.” 

Charlton Keen, 

Coca-Cola Bottling Co., Marianna, Fla. 
“| can truthfully say we are 
more than satisfied with results." 


Jos. S. Bean 
Coca-Cola Bottling Co., Scottsboro, Ala. 


— 
vwwwrrrre 


SS 


Yes—Miller Hydro Is The BEST Bottle Washer—ANY WHERE 


No wonder more and more bottlers are Miller Hydro spells quality any way vite 9 


swinging to Miller Hydro Bottle Wash- you look at it. Available in all capaci- 

ers year after year. It looks better... ties. Find out what Miller Hydro can ; 

lasts better... above all, it cleans bot- do for your plant and your profits. ~ qua P 
tles better. 


MILLER HYDRO L oe 


ASE PACKERS lia "= 
pro ROTTLE WASHERS © WILLER © ae < _— 
anujacturens MILLER HY , — mILLER ims! i j be sOnM MUL seattt 


RS 

HLLER KENDALL mike! read 
on euenith MILLER ACCUMULATOR 

sc 


ORS Serving Bottlers 
— ‘emu cm Since 1913 


ie 
MILLER FLUORE 


BOXES 
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profit 


margin 


| {' RE are some straight facts about why 


you should make Twitchell your “flavor- 


room partner”: 


PRODUCTS 


Whatever type. strength or blend vou want 


a line of flavors that’s complete. 


we either have it or will make it. And all flavors 
are one quality the best! Should vou ever 
have a complaint. our famous money -back 


guarantee applies across the board. 


FACILITIES— are now better than ever! We're 
set up in a brand new plant —equipped with 
an enlarged, modernized caramel color divi- 
sion, and armed with the latest in shipping- 
floor facilities. Twitchell goods go fast to vour 


doorstep— whether by rail or highway carrier. 


eive 
on ovr ist to ree 
e yo" our s 
peivchell Talks, e Ss. 
monthl 
ters helps n 


PRICE—(Of the scores of flavors we make. rock- 
bottom prices prevail across the board. Gallon 
for gallon, or on a per case basis. Twitchell 
flavors are still vour best value. And = our 
substantial quantity discounts become extra 
profits for you when you buy less frequently 
but in larger quantities. 


SERVICE 


shippers and top-flight technical helpers. After 


The industry knows us as speedy 


all. it’s our job as your “distant partner” to 
help make vour business a more successful, 
more profitable operation. And we're better 


fixed than ever to do exactly that! 


So—why not team up with Twitchell? Write 


us now. [Us a good time, with “51 just underway. 


COMPANY 


S$2y¥years of sorvice toe bottioers 


CRESTMONT AND HADDON AVES. e CAMDEN 4, N. J. 
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* Editorial °° * * 


@ “WHO RUNS AMERICA?” 
oe is the headline which re- 


cently topped magazine  advertise- 
ments addressed to all of us by the 
American Medical Association. The 
advertisements emphasized individual 
freedom. our opposition to bureau 
cratic compulsion, and the hazards of 
letting someone step in “to run things 
their way.” Its primary point of at 
tack was “Government-dominated 
compulsory health insurance.” a pet 
aversion of medics 

It was a stirring message. It was 
a statement of fundamental truths. 
But much of its value was lost to 
those of us who feel that the same 
medical group, while arguing its own 
case for freedom of choice before 
our people, would deny that freedom 


to others. How? By seeking Govern 
ment domination and compulsion to 
such a simple matter as selection of 
the diet. 

Let’s be specific. 

During World War II the Council 
on Foods and Nutrition of the A.M.A. 
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published a report) promoting — the 
idea that the war provided an oppor- 
tunity to put limitations on the con 
sumption of sugar, as such. It favored 
the use of rationing controls to per- 
mit use of sugar without limit in 
some food products and to restrict 
its use in others. It advocated use of 
those controls to restrict the « onsump 
tion of certain items. including soft 
drinks. and put its okay on controls 
over the advertising of such products 
and over the areas in which they 
might be sold—all controls by Gov 
ernment. of course. And all intended 
to deprive the consumer of the right 
of selection and the manufacturer of 
the right to provide his product on 
an equal basis with others. 

More recently. another report of 
the Council, expressing the belief of 
gentlemen 


the twelve constituting 


that august body that carbonated 


beverages should be banned from 
school broadcast 


through the columns of the A.M.A. 


Journal and by other means. And 


premises, was 


the primary basis for that medical 
fiat is the profound reasoning that ¢/ 
carbonated beverages are permitted 


to be around. the youngsters may 


drink them in preference to milk. 
Much remains to be done in edu- 

cating the youth of America to build 

healthy 


proper food and 


bodies. with 
drink. In_ that 


scheme milk takes an important part. 


strong and 


But at the same time, the need of 
young bodies for liquid, and for 
quick refreshment, in taste-appealing 
form, leaves plenty of room for the 
wholesome products of the carbon- 
ated beverage industry. 

It is only natural that members of 
the industries concerned resent the 
injustices involved in that kind of 
Council activity, and it is not too 
difficult to detect some evidence of 
bias in it, if not competitive interest. 
But it is of vastly greater importance 
that we. as Americans, recognize the 
incident as one of those which, fol- 
lowed by another and another, can 
eventually result in loss of individual 
freedom because we have let some- 
one step in “to run things their way.” 
As much as we respect the medical 
group, even they must not bring that 
about in this democracy for. as they 
themselves preach—-“You and Your 
Neighbor Run America!” 





PRODUCTION 
OUTLOOK 


A Special Report to Bottlers 





Devevoruents deeply affecting 


the production and sale of bottled 


soft drinks have come thick and 


fast during the past month. Each 
n its own way adds to the bottler’s 
problem of maintaining his busi 
ness on a relatively even keel. While 
many of these factors are still in 
the process of evolution, most of 
them have developed to the point 
where some reasonable idea of their 
effect can be ascertained. It is the 
purpose of this analysis of current 
conditions to present the most au 
thoritative information and opinion 


procurable on important aspects of 


bottling business operations 


@ PRICE FREEZE 


Most significant of the develop- 
ments, in terms of its impact on the 
industry, is the imposition of the 
price and wage “freeze.” The Eco- 
nomic 


Stabilization Agency issued 


on Jan. 26 the anticipated General 
Ceiling Price Regulation and Gen- 
eral Wage Stabilization Regulation 
Briefly, the G.C.P.R 
prices for all commodities 
with the 


establishes 
ceiling 
exception of some agri- 
cultural products) and services (ex- 


cept those specifically exempted 
upon the basis of your highest price 
in effect 


during a base period 


December 19, 1950 to January 25, 
1951. The wage order provides that 
“no employer shall pay any em- 
ployee and no employee shall re- 
ceive ‘wages, salaries and other 
compensation’ at a rate in excess 
of the rate at which such employee 


was compensated on Jan. 25, 1951. 

The “freeze” 
ly a hurried compromise and shot 
with 


sistencies, but in a 


order is admitted- 


through politics and incon- 
consistently 
amended form, it will stick. Already 
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The “Freeze” Is On! 





plans are under way to order roll- 
backs on the prices of certain prod- 
ucts. Relief from the order will be 
difficul 


will not be 


to get and hardship cases 
corrected for many 
months. Practically every available 
agency of the government, includ- 
ing the FBI, will be pressed into 


emergency service to secure en- 
forcement, while the Economic Sta- 
bilization Agency perfects its field 
force Thirteen regional offices, 
operating with skeleton forces, are 
opening up, but their practical ef- 
fect will amount to precisely noth- 
ing for a long time to come. Bot- 
tlers who have not yet adjusted 


prices will be squeezed between 
high costs and their present prices 
until such time as the order is re- 
placed by specific industry regula- 
tions, which is not expected before 
June, at least on a _ nation-wide 
basis. Anticipating these hardships 
and the inequities which could af- 
fect the soft drink industry, ABCB 
filed on Jan. 29 an appeal in be- 
half of the industry, in the form 
amendment of 


of a petition for 


The appeal includes the 
following : 

It proposes an amendment which 
would permit manufacturer-whole- 
salers of soft drinks to adjust at 
their option, ceiling prices estab- 
lished by the General Ceiling Price 
Regulation, provided that such ad- 
justed price is not to exceed a maxi- 
mum adjusted price to be approved 
by the administrator as consistent 
with the objectives of the price 
stabilization program and the De- 
fense Act of 1950. It also requests 
that deposits, if held to be under 
the G.C.P.R., be exempted. 

For the record, the ceiling price 
is defined in the order (Sec. 3) as: 
“Your ceiling price for the sale of a 
commodity or service is the highest 
price at which you delivered it 
during the base period to a pur- 
chaser of the same class. If you 
did not deliver the commodity or 
service during the base period, your 
ceiling price is the highest price 
tor which you offered it for base 
period delivery to a purchaser of 
After the date of 


this order, regardless of any con- 


the same class 


tract or other obligation, you shall 
not sell and you shall not buy in 
the regular course of business or 
trade, any commodity or service at 
a price exceeding the ceiling price 
established by the regulation”. 

It should be noted that G.C.P.R. 
requires record-keeping “for exam- 
ination by the Director of Price 
Stabilization those records in your 
possession showing the prices 
charged by you for the commodi- 
ties or services which you delivered 
or offered to deliver during the base 
period, and also sufficient records 
to establish the latest net costs in- 
curred by you prior to the end of 
the base period.” 
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@ SUGAR 

Recently, refined sugar has been 
tight because of the small quanti- 
ties of raw sugar being available to 
refiners prior to the availability of 
new crop Cuban and Puerto Rican 
sugars. By February 15th this con- 

dition should be relieved 
rid production is nearly 4,000, 
tons above 1949 50 levels 
onsumption Is rising, 
produc 
should be 


+ 


yur to meet 


ase 1n 


tnere 


| : sugar quota fol 


could 


1951 of & million short tons, 


j 


become academic——unless changed 


an all-out war occurs, or fur 
ther hoarding or even de-hoarding 
waves develop. In short, sugar de 
mand during 1951 can vary tre 


mendously depending on interna 


tional developments and public in 
terpretation of such news develop 
ments 


While the 


reached 8.7 million tons, only about 


1950 quota finally 


8,240,000 tons of sugar were de 


livered by primary distributors 
Actual 


1950 probably was slightly 


during 1950 consumption 
during 
less than 7.9 million tons. The dif- 


ference between sugar. deliveries 


and estimated consumption § indi- 


‘ate that invisible inventories in 
creased over 300,000 tons during 
1950 
Sugar authorities conclude that 
GC.PR., 


will have 


because it is temporary, 
little 
prices and will be quickly amended 


effect on sugar 


to provide specific control. 


@ TRUCKS 


Truck production definitely is 
curtailed over the volume that was 
produced during the last half of 
1950. Limitation orders and the im- 
possibility of getting sufficient ma- 
terial have brought about this re- 
There is 


duction in production. 


some indication that government 
agencies will gradually allocate ma- 
terial to industries building essen- 
tial products similar to the last 
war. This trend would be helpful 
in maintaining a higher average 


truck production because the truck 
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industry is recognized as an essen- 
tial indu 

situation is one of con- 

sing costs in both labor 

rial which has resulted in 

increasing sales price for motor 

is trend of increase will 

nless the Stabilization 

able to work out some 

than the G.C.P.R. of 

labor that 

enter into the production of motor 

trucks 


In one statement 


materials and 


trucks will be 
increasingly difficult to obtain ard 
the price trend will be upward 
inless complete controls are estab 


lished 
@® MANPOWER 


Bottlers are 


immediate 


urged to make an 
“inventory” of their 


manpower needs. It is generally 


felt that manpower will be indus- 
try’s largest and most immediate 
problem. The continuing draft calls 
Navy, 


and Air force of 3,500,000 men this 


for a contemplated Army, 
year and will be a serious drain on 


the working forces of all busi- 


nesses, particularly on their 
Bottlers 


analyze the draft status 


younger men. should, 
therefore, 
of every man in their employ and 
make the necessary plans for pos- 
sible replacement and training with 


men beyond the draft age, and 


women. A close look will have to be 
given to wage scales and working 
conditions in order to make them 


attractive enough to secure and 
hold workers against the relatively 


higher scales of defense factories 


@ CROWNS 


The principal factors affecting 


crowns are steel and tin, both re- 
viewed in detail elsewhere in this 
report. However, no steel shortage 
for crown manufacture is antici- 
pated, short of a shootin’ World 
War. The restrictions on the use 


eaqes 


of tin will affect crown makers but 
slightly, as most of them have been 
ising less than the stated minimum 
for plating purposes on the black 
plate. The 


therefore being maintained and will 


quality of crowns is 
be unless the use of tin is prohibited 
entirely 


@ CASES 


Lumber is on the government's 


list of critical materials, and a 


scarcity has developed in steel 
strapping and nails. As a result, 
beverage cases are not easy to come 
by, and manufacturers are strain- 


ing every facility to supply civilian 


orders in the face of D. O. require- 
ments. Bottlers will do well to initi- 
ate a case conservation program, 
including repairs where possible, 
their 
structure to minimize losses. 


and to. strengthen deposit 


@ MACHINERY 
The whole range of bottlers’ ma- 


inflexibly tied to the 
most critical of the nation’s pro- 


chinery is 


duction problems; key materials 
like metals of all kinds; machine 
fuel, etc. Ma- 
chinery manufacturers report that 


they are 


tools; manpower; 


accepting orders, but 
screening them carefully, to pre- 


vent the duplication of orders prev- 


17 





alent during the last war. Deliver- 


les are slowly falling behind usual 


sche dules 


@ BOTTLES 
Bottle 


ing at a capacity 


manufacturers are work- 
The rush of 


attributed to 


rate 
} 


DUSINESS 


is variously 
orders on. the pe t of those 


a slack 


return rate of empties, 


new 
transferring from tin cans, 
ening of the 
(Question: Are dealers hoarding 
empties in anticipation of a return 
to the “one for one” rationing of 
drinks?) 
The 


no present 


soft and good _ holiday 


business ylass factories have 


shortage of materials, 


ltt 
rl on. 


but anticipate trouble with soda 


ash, which is under allocation, and 


with paper for cartons and packing 
Since the future is so uncertain, it 


is suggested that bottlers orde) 


their needs now and set up a firm, 


early shipping date to assure an 


adequate supply of containers fon 


the 1951 


se“uson 


@® METALS 


Because of government controls, 


nd-use restrictions and diversior 


to the military preparedness pro 


gram, all metals in both the ferrous 
' t 


non-lterrous groups are becom 


unavailable to. 


Alumi 


large scale 


ig increasingly 


isual industrial purposes 


projected 


rograms, will continue 


ply tor most of the al 


Usage was origin: u 5¢,. but 


some modifications of this order 


have already been issued. Coppe 


chrome and nickel have been 
banned for use on a wide range of 
decorative 


non-functional or prod 


ucts, and the government has o1 
dered severe cutbacks in the use of 
steel and tin 

In the latter metal, the National 
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Production Authority, in a series 
of five complicated orders, forbade, 
or limited use of tin in containers 
for most non-perishable foods and 
non-food products, restricted other 
manufacturing uses to an approved 
March 1; 


maximum tin plate and terne coat- 


list beginning specified 
ings on specialty items and limited 
and 
The 


effect on crown manufacture is de- 


tin use in collapsible tubes 


closures, crowns and jar lids 
tailed in the specific item on crowns 
in this report 

The tighter and tougher govern- 
ment controls over metals also have 
an effect on the production of the 
full range of bottlers’ machinery, 
metal advertising signs, trucks and 
vending machines 

For the 
will not 


time being, however, 
affect 


additions 


they bottling plant 


construction, and plant 


maintenance. Permits and materi- 


als are available, since bottling 


plants are part of the food indus- 


tries, on which the impact of the 


defense program is being mini- 


mized as much as possible 


© VENDING MACHINES 


The comments in relation to bot- 


tlers’ machinery (above) apply as 


well to vending machines. An in- 


dustry spokesman expressed the 


opinion that there certainly won't 


both 
195] 


as in 1950. Sharp reductions in the 


be as many vending machines 


cup and bottle produced I! 
ise of steel, copper, chromium, alu 
minum and small motors have been 
ordered by the government The 


outlook is uncertain 


@ CITRIC ACID 

Production of 
bottled 
all time peak 


citric acid, chief 


acidifier in soft drinks, is 


at an However, the 


demand is equally as great, and as 


a result, at least one principal 
inaugurated an 
which 
limit of 
1949, 


month by month. The price remains 


manufacturer has 


unofficial rationing system 


holds current orders to a 
the amount purchased in 
unchanged, not only by virtue of 
the price “freeze”, but by the prior 
action of a major eastern producer 
in guaranteeing the price for the 
1951 


balance of 


@® CARTONS 


Paper, particularly kraft and 
cardboard, is on the government’s 
list. While no 


carton 


critical specific 


orders against and paper 


bag manufacture has yet been is- 


sued, the short supply and high 


prices for paper has influenced car- 
orders 


ton manufacturers to scan 


carefully and not too readily 


accept 


new business 


@ CONVEYORS 
The 


industry are 


prospects for the conveyor 
little different 


those facing the manufacturers of 


trom 


any other type of production equip- 
There 


strong demand for all types of con- 


ment will be a continuing 


veyors through the first half of 
1951, assuming that the world situ 
ation remains about the same 
Everyone concerned with the pro- 
duction and distribution of military 
and essential civilian goods will be 
called on to conserve manpower, to 
the greatest possible extent 
will 


The conveyor industry pro- 


duce at a high level, limited only 
by the availability of materials and 
certain component parts and by the 
draft 
skilled 


reference to engineers and drafts- 


and reserve status of its 


personnel with particular 
men 


National Bottlers’ Gazette 





What's Your Breakeven Point? 


Puce for profit cannot be a 


haphazard, hit-or-miss proposition. 
There is always the danger of over- 
pricing, hence advancing out of the 
market, or under-pricing and not 
realizing that degree of profit which 
spells a reasonable return on in 
vestment. The key to the problem 

the 
In Illinois, the State bottlers as- 
sociation has a “Traveling Troupe” 
been holding emergency 


conferences with bot- 


encouraging area bottler 
meet and correct condi- 
meetings are designed 
the thinking of Illinois 
ttlers so they will “price to make 

i profit.” 

Key member of the group is Jim 
Bennet, accounting expert employe d 
by Du Quoin and Springfield (11 
nos Coca-Cola plants. These 


plants are selling at $1.40. Bennet 
has worked out a unique method 
see box) so that any bottler can 
quickly figure the number of cases 
he must sell in his own plant, at 
ny given selling price, to break 
evel 

Under the “Example” columns 
See “Volume and Price Varia- 
tions’), a hypothetical plant whose 
variable costs (a) happen to add up 
to 49¢ per case, and whose constant 
costs (Schedule 3) are $98.04 per 
working day, breaks even on 316 
cases at SOc per case, or on 108 
cases at $1.40. So it can lose 66°, 
of its volume at $1.40—without any 
profit loss 

The blank columns on the right 
of the form are for you to fill in 
your own plant figures. Fill in lines 


1, 2, and 3, and then jump down to 
line 4 (skip 6, 7, and & Most bot- 
tlers work a six-day week, so divide 


by 306 working days per year in 
arriving at constant cost per day 
Line 4 is the figure vou are after 
Divide it by line 3 and you arrive 
it your daily case sales breakeven 
point 

Everything you sell over that 
number of cases times line 3 is 


your profit per day—-or the number 
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of cases you fall below that figure of working days in a week or month 


” 


times line 2 is your loss per day. for your weekly or monthly figure. 
If you like, multiply by the number What's your breakeven point? 





VOLUME AND PRICE VARIATIONS 
AND 
BREAKEVEN POINT (Daily Basis) 


APPLICATION 
Step Present’ Proposed 
Per Case: EXAMPLE Price Price 
Price ; .800c $1.100 
Variable Costs (a) 190 190 
Profit Contribution (¢) 310 910 


Sales in Dollars $252.80 $151,20 

(No. 1 x No. 5) 
7 Minus Variable Costs 154.84 52.92 

(No. 2 x No. 5) 

Profit Contribution (¢) 97.96 
(No. 3 x Now 5) & 
(No. 6 x Neo. 7) 

Minus Constant 
Costs (b) 98.014 
(See Schedule 3) 

Net Operating Profit (.08) 

Breakeven Point, 
Cases (d) 316 
(No. 4 x No. 3) 

Breakeven Point, 
Percent 100% 34% 100% 


Possible Volume Los- 66% 


(a) VARIABLE COSTS: 
Costs that vary directly 
with volume 
Materials 310 
Direct Labor 040 
Factory Expenses 030 
(See Schedule 1) 
Delivery Expenses .028 
(See Schedule 2) 
Salesmen’s Commissions 050 
Bottle and Case Loss .032 
Total 4190 
CONSTANT COSTS: 
Costs: that do not vary with volume. 
(See Schedule 3) 
(ec) PROFIT CONTRIBUTION: 
Selling Price minus Total Variable Costs. This difference is 
the amount of money available for Constant Costs and Profit. 
(d) BREAKEVEN POINT: 
The Sales volume at which the Profit Contribution just covers 
the Constant Costs. 


Ce I ee ee ee, a ee. ee eS = == ea 
Schedule I Scheduie 2 


VARIABLE FACTORY EXPENSES VARIABLE DELIVERY EXPENSES 


Power Water Supplies Oil Truck Repairs 
Fuel Repairs Product Liab. Gasoline — Tires & Tubes 


Schedule 3 
CONSTANT COSTS 


Executive Salaries Telephone, Telegraph Rent 

Office Salaries Building Repairs Interest 
Office Supplies Professional Service Insurance 
Dues & Subscriptions Supervisor's Salaries Taxes 

Genl. Admin. Exp. Salesmen’s Salaries Licenses 
Travel Expense Advertising Depreciation 














711 improvement ol 


efficiency is today more 


operating 
necessary 
than ever betore for two impor 
int reasons 
Firstly, with inflationary pres 
sures mounting and swelling day 
no bottler can be sure 
gher pricing alone will as 
sure him adequ: vrofits. Indeed 
many pioneer price-boosters are 
now seeking a “second round” of 
price Increases Decause new up 
swings in labor and materials costs 


along with increased taxes, 


reduced both their operating 


profits 


sure. there is nothir 


In adjusting price 
changing economic 


Tae “a com 


industries 


ilv-competi- 


Don’t Forget 
Cost Cutting! 


tive, big volume-reliant industry, 


there is a practicable limit at which 
soft drinks may be sately priced 
At some stage in the industry’s 


attempts to profits, 


t might icelvabiy » itself 
of the market, too. To avoid 


reaching or nearing this predica 
ment, it is imperative that plant 
management—in this period of 
flation——extend 
efforts 


reductior 


trollable” costs 





Delivery and production 
equipment are regularly 
checked by Seven-Up in 
Nashville. as part of a 
general preventive main- 
tenance program. Above. 
a truck gets a spray job. 





Even if management is satisfied 
with its present profit ratio, sound 
business procedure dictates that 
waste and carelessness should not 
be tolerated under any circum 
stances 

The uncertainty in the supply 
situation is the second reason tor 
management to maintain close? 
scrutiny over its operating efficien- 


7 


or inefficiency Because of ex- 


pectant shortages in 


and supplies used by bottlers (with 


equipment 
resultant increased costs), manage- 
ment cannot afford the luxury of 
misusing or abusing its resources 

With manpower tightening, labor 
costs must be re-examined for the 
purpose of increasing productivity, 
while at the same time, decreasing, 
f possible, the number of e¢m- 
ployees. It is questionable whether 
one man can do the work of two 
But perhaps a simple realignment 
of routes, or the replacement of 
hand labor with automatic equip- 
ment would enable management to 
reduce its personnel force and 
or derive more output from it 

A similar reappraisal must be 
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made to assure management that 
its equipment and supplies are 
being used to best advantage. Over- 
working of machinery, overloading 
of trucks, excessive bottle break- 
age and case losses must either be 
eliminated or reduced in the face 
of growing shortages of materials 
Preventive maintenance should be 


the by -word 


It must be emphasized that what 
is suggested is not a complete, 
costly overhaul of operations, al- 
though in some cases that might 
be necessary. What is recommended 
is that bottlers make a step-by-step 
analysis of their operations with 
an eye to refining each procedure 


Management should 


premise that no item of cost 1s too 
small, too insignificant or too 
“fixed” to be by-passed. Any saving 
that can be safely accomplished is 
a saving worth striving for 

In addition, it should be re 
membered that a saving in one de- 
partment often leads to a saving 


in another 


There is little doubt that most 
bottlers today recognize the need 
for a continuous cost-cutting pro 
gram; every bottler interviewed 
by N.B.G. personnel in_ recent 
months has expressed concern over 
his individual cost situation. It is 
equally true, however, that numer- 
ous bottlers do not know exactly 
where and how to begin such a 
program. 

The truth of the matter is that 
there is no single, cut-and-dried 
program that will “fit” all bottling 


plants. Perhaps the most satisfac- 
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Adoption of the fork-lift-and-pallet materials handling system increased 
the storage capacity of the 7-Up plant, eliminating the need for a build- 
ing addition. It also effected substantial labor cost savings. 





A. G. BEAMAN 


He has found that a continuous 
cost-cutting program pays off. 





Bottle breakage during the washer-loading process was reduced by 
covering the metal edge of the washer accumulator with a rubber bumper 
(see arrow), and by raising the height of the unloading table to a point 
just below the accumulator edge. Previously, in the course of trans- 
ferring empties onto accumulator, bottles were being chipped and 
bruised as they struck against its metal edge. 








tory way to begin is to check all 
operational costs, train your sights 
on those that appear to be un- 


reasonably high, make a_ studied 
analysis to determine why they are 
and then put into action 
proper remedial measures 
This yveneral plan 1 re em 


ployed by many progressive soft 


drink operations. One of them is 
tne Seven-l p Bottling Co., of 


Nashville, 


Alvin G 


Tenn., owned and man- 


aged by Beaman, who is 
ilso, incidentally, president of the 
\merical Bottlers of Carbonated 


severages 


M1 Beamatr 


be “any more of an expert on cost 


does not pretend to 


other bottle 


itting thar any 


Ing’ 


Nor does he claim that cost-cutt 


titutes entire t 


answer to tne 


cons 
bottlers’ | problem In mid 


Decembe reased whole 


sale price ¢ product to Yb« pel 


ase. “There } ist so much that 
cost-cutting can do,” he = says 


Howeve1 he admits to “always 


striving improve the manner it 
Which my business is run, like any 
other bottler does, would im- 
iwine.” 

Following a recent operational 
check-up, he was led to believe that 
bottle 


breakage in his plant was 


excessively high; outside repait 


bills on production and delivery 


equipment were becoming increas 


ingly numerous; labor costs were 


rising disproportionately to in- 
reases in sales volume, and that 
“veneral crowded plant conditions 
which had developed with increased 
sales were causing too much costly 
contusior 

These were the “sore spots”; the 


next step was to apply curative 
measures 
bottle 


solicited 


To curb the 
breakage, M) 


the aid of his bottle supplier, who 


excessive 
Beaman 

dispatched a “trouble-shooter” to 
Mr. Beaman’s plant. After two days 
of intensive study, the cause of the 
difficulty was traced to the washer 
loading operation. The bottles were 
being chipped, bruised and other 
wise weakened as they were being 
loaded onto the washer. In lifting 
inloading 


the empties from. the 


22 


table (see photo) the loader was 
“bumping” the bottles on the metal 
washer accumulator 
the height 


of the unloading table was raised 


edge of the 
The remedy was simple 
and a rubber bumper was _ placed 
over the metal edge of the accumu- 
lator to cushion the shock of any 
bottles hitting it. According to Mr 
Beaman, the 
“Bottle 


off immediately 


prescription was 


sound breakage tapered 

Mr. Beaman did not rely on out 
side help to come to grips with his 
epair problem. He wisely reasone¢ 
that much costly emergency repai) 
work could be eliminated 


em of preventive mainte 


stead of “waiting to get 

sudden breakdown,” he now 

periodic check-ups of his machinery 

ind trucks (the l: ire inspected 
ly l pall al made as 

necessary 

personnel 


tne natu 


expected breakdowns, which = ir 


arlabls create a costly disruptior 
f production and delivery sched 
iles, consequently are largely 
avoided 

His labor cost problem and his 


imited space difficulty were bot! 


alleviated by the adoption of a new 
system of materials handling— the 
tork-lift-and pallet ter hnique 

The two 


directly 


problems had beet 


related. Congested plant 


conditions had made impossible 
handling sys- 


scientific materials 


tem, with the result that each ma- 


terials handling job required ad 
ditional man hours to complete 


Full 


stored wherever there was an open 


cases, for example, were 
ing, not necessarily near the truck 


loading department. Empty cases, 
when unloaded were often shunted 
to a section of the plant away from 
the production department, because 
there simply was no other available 
The arrival 
shipment of ofter 
a re-shuffling of stock in the 


plant to “‘make room” for new me} 


space to deposit them 
of a supplies 


meant 


chandise 

After studying the problem, M1 
Beaman’'s first thought was to con 
struct an addition to his existing 


plant. This he decided against wher 


he realized the prohibitive cost in- 
volved. It was then that he decided 
fork-lift-and-pallet 


although he now 


on the system, 
confesses. that 
“what it has done for me has far 
exceeded my original expectations.’ 

This is what the svstem actually 
accomplished First, it almost 
doubled the plant’s storage Capaci- 
stacked 


Beaman 


ty Formerly, cases 
high, or as M 
“as high as a man could 


Now, 


were 


through the use of 


and other materials 


at least twice that 


ondly t resulted in speedier, 


more efficient materials 


truck load 


and in-the-plant 


handling. Stock piling, 


ng and unloading, 


movement of pli are accom 


plished in a fraction of the time 


formerly required for these oper 


\isles are clear, permitting 


itions 


freedom of movement, and 


goods 


may now be stored in the most 


practical locatio! not just where 


And there are 


Is Open space 


fewer employee accidents, less 


breakage of precious bottles and 


Cases 
Finally, the adoption of the fork- 
lift-and-pallet system has 


helped 
Mr. Beaman pare his labor cost 


considerably. One inside employee 


has already been lopped from the 


payroll; his job was made unneces- 
sary When the new materials handl- 
ng‘technique was adopted. Insofar 
other 


as the plant 


their 


personnel are 
concerned, productivity has 
been accelerated to the point Ww here 
work is 


once-ftrequent overtime 


now rarely required 

There is one item of cost that 
Mr. Beaman refuses to tinker with 

his advertising. In fact, a portion 
of the savings derived from his 
cost-cutting activity has been chan- 
neled into his advertising program 

“Volume is still one of the back- 
bones of this business’, he explains 
simply, can't 


“and vou develop 


volume effectively without adver- 


His business philosophy appears 
to be: “Cut the costs that pinch 
costs that 


vour profits—-not the 


‘build them” 
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Ten-Cent Price Coming, 
Colorado Bottlers Hear 


KNOWN 


beverage indus 
tive —William E. Mankin, 
tions director of the 
Camden, Ark.—-pre 
last month that the ten 

ent soft drink is on the way 
\ddressing the 31st annual con- 
mn of the Colorado Bottlers of 
Carbonated Beverages, in Denver, 
21-22, Mr. Mankin declared 
the retail price will be forced 
dime because of continuing 
inflationary trends. He added that 
he beveraye 


industry could not 


possibly compete with the wages 


offered by defense industries s 


long as bottlers hold to present 
price levels 

The Grapette official also in- 
dicated that the industry’s sales 
volume would increase during 1951 
\ttributing the sales drop the lat- 
ter part of last year to “scare” 
buying of other goods, he pointed 
out that as shortages develop in 
other lines, more spendable income 
will become available 

Another convention speaker, A 
L. Pontet of Owens-Illinois Glass 
Co., concurred that spendable in- 
come will increase, but insisted that 
“bottlers will have to fight for their 
share.” 

Mr. Pontet said that the bottled 
soft drink is in direct competition 
with thousands of other attractive, 
well-packaged and_ well-displayed 
items. He cited the spectacular rise 
in the consumption of fruit juices 
as an example of what effecting 


selling effort can accomplish 
More Merchandising Urged 


To get a larger share of the con- 


sumer food dollar, Mr. Pontet em- 
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phasized that bottlers must expand 
and intensify their merchandising 
efforts. He specifically recom - 
mended the use of related-item dis 
plays as a means of overcoming 
resistance of store owners to large, 
special beverage’ displays. He said 


salesmen should suggest such dis 


HEAD COLORADO BOTTLERS 


Deem of the Seven-Up_ Bottling 
Company of Denver. 

One bottler told of the reaction 
of a buyer for a large chain to a 
price increase. “He just laughed 
and said he ‘wondered how long you 
guys (bottlers) were going to sit 
down and let the parade go by.” 
Another bottler said that when he 
reached the point where he was no 
longer “startled” when charged a 
dime for a cup of coffee, he raised 
his price. A third bottler declared 
that he boosted his wholesale price 
to $1.20 


after re-evaluating his 


plant, property and equipment on 
the basis of replacement on today’s 
market. The 


immediate reaction 


Officials of the Colorado Bottlers of Carbonated Beverages are pictured 


above. Seated, left to right: retiring president H. W. 


Robert Hannigan: Joe Occhiato, 


Hahn: president 


secretary-treasurer. and Joe lIacino. 


director. Standing: Directors J. J. Fabrizio, Ross Lane. Dale Shearer, and 


John Brown. 





plays. He also urged bottlers to 
“stay on the lookout for new sales 
ideas,” suggesting the industry's 
trade journals and dealer trade 
papers as sources for these ideas 

Edwin Wagner, Executive Board 
Member of A.B.C.B. from Madison, 
Ill., also addressed the meeting. 
Mr. Wagner told the convention to 
“get ready for a period of uncertain 


supply 


Bottlers Report On Prices 


Price developments in Colorado 
were unfolded in a special panel 


discussion, presided over by Harry 


was a forty per cent sales drop, he 
said, but sales quickly picked up. 
“And now I’ve got more money in 
the bank,” he added. 


New Officers Named 


In the elections, 
nigan, Duffy 


Robert Han 
Bros., Inc., Denver, 
Was named president of the asso- 
ciation. He succeeds H. W. Hahn of 
the Denver Bottling 


officers are 


Coca-Cola 
Company. Other new 
James Gooding, Denver Pepsi-Cola 
Bottling Company, vice-president, 
and Joe Occhiato, Pepsi-Cola Bott 


Co., Pueblo, secretary-treasurer. 
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Parent Firms Favored Newspaper, 
Outdoor Advertising In 1949 


Crown Supply Not Affected by 
New Closure Order 


I} 


Paul Gilham, First $1.40 
Coke Bottler, Dies at 48 


KEY FIGURES AT PEPSI MEET Pg . < — Cae a 
Left—Bespectacled Alfred N. Steele, Pepsi-Cola Co 
president, who delivered major convention address 
with R. Kenneth Keer, Pepsi bottler of Athens 
Right—T. M. Shircliff. of Vincennes, Ind., newly 
i president of the Pepsi-Cola Bottlers Association 





Louisiana Bottlers Get Warning On 
Impending Labor Shortage 


FF. Baker, A.B.C.B. administrative assistant 
ttlers last month that the soft drink 
labor shortaye 
opinion, WO ild be c 1 cy 1a it the forty-third annual convent 
throughout the « ( © Louisiana Bottlers Association, Jan. 22-23 in } 

wh stey i i le Baker declared that with less than three percent 
nation’s labor force unemployed, the problem ot 
ing Cola Bottles obtaining replacements for workers called into military 
M. Shircliff, head of the Pepsi service and shifting into high-paying jobs in war industries 
Ind., as its new presi lent is not to be considered lightly.” He urged that plans be 

r of the association for the formulated immediately to handle this problem 


id on accepting the new Other speakers who addressed the meeting included 
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Joseph F. Hale, Nehi Corp., Columbus, Ga.; Walter Plum 
mer, Owens-Illinois Glass Co., Toledo, O.; Stuart Seelye, 
La. Coca-Cola Bottling Co., New Orleans; Thurman Sen 
sing, Southern States Industrial Council, Nashville; Brad 
ford McFadden, The American Bottler, Atlanta; and 
Joseph Eros, association president,and head of the Baton 
Rouge Coca-Cola Bottling Co 

All othcers of the association were reelected. In addition 
to Mr. Eros, president, they are: O. A. Boehmer, Zetz 7-Up 
Bottling Co., Baton Rouge, vice-president, and Harry M 
England, Gulf Bottlers, Inc., New Orleans, secretary 


treasurer 


Advertising News 


Coca-Cola invested approximately $56,000,000 in na 
tional advertising during the period 1936-1949, a new sur 
vey shows. Of this total, approximately one-third went into 
radio advertising, while about 307 was devoted to news 
paper promotion. Magazines and Sunday magazine supple 
ments accounted tor most of the remaining expenditures 

Coke's e: 951 outlook and newspaper ads reveal 
a marked de-emphasis on price. Most of the ads carry a 
mention of the Coca-Cola price, but much less conspicu 
ously Globe Bottling Company, Los Angeles, fran 
hisers of Wilshire Club Beverages and “Creme-O-Coco 
t carbonated chocolate drink, is continuing a heavy tele 
vision schedule this Canada Dry’s new “TV 
Snack” promotion ts the biggest ever launched by that 


ompany—or any other beverage firm 


News Briefs 


Average weekly earnit of soft drink production work 


rs in October, 1950 (latest month for which figures are 


available), reached $50.13, a 1950 peak. Indications are 
that growing inflationary pressures and competition among 
industry for available manpower will force this figure much 
higher in the ensuing months Sales of frozen orange 
juice concentrate—a principal soft drink competitor will 
top 500,000,000 cans in 1950. Wow! 
price index rose 14.3 points in the six-month period be 
tween June 25, 1950 and January 2, 1951 (from 204.6 
to 218.9) 


The retail food 


National Materials Handling Exposition, to be held in 
conjunction with the Materials Handling Conference April 
30-May 4 in Chicago, ts expected to attract numerous in 
dustry observers. There will be no charge for admission 
to both the exposition and the conference. Drug store 
sales volume in 1950 has been estimated at $3,639,000,000 
a new high In case you're interested in “goings on 
in the beer field, The Jos. Schlitz Brewing Company 1s 
laiming leadership in the brewing industry for the fourth 
consecutive year, reporting that it “produced and sold 
1,096,840 barrels of beer in 1950 Commerce depart 
ment reported last month that national output climbed 08‘; 
from 1939 to 1951, but it took $1.83 on January | get 
what a dollar bought at the end of 1939 

Fotal 1949 grocery store sales were only slightly abov 
1948—from $24,772 billion to $24,812 billion. Incident 


ally, food purchases accounted for about 3147 of all th 
money spent last year Canada Dry will shortly be 

production and distribution in French Morocco and the 
French Riviera, with the Moroccan plant, located at Casa 
blanca, expected to be in operation before the end of the 
year Beer makers last year invested more than 20 


Puerto Rico Rum Insti 


1 


million dollars in advertising 
tute has instituted a $500,000 ad campaign. Emphasis w 


not be on rum and Coke 





State City 
Oregon Portland 
Birmingham 
Ohio Cleveland 
Washingto: Spokane 
Montana Missoula 
Indiana 
Utah (Tri-State) 
Kentucky Louisville 
Nebraska Grand Island 
Texas Dallas 
West Virginia 


Alabama 


Indianapolis 


Huntington 
Chicago 
Detroit 
Boston 
Little Rock 
Maryland Baltimore 
New York New York 
South Dakota Pierre 
Minnesota St. Paul 
North Dakota Bismarck 
Wyoming 


Illinois 
Michigan 
Massachusetts 
Arkansas 





1951 STATE CONVENTION CALENDAR 


\ppended below are the dates of State association meetings scheduled for the balance of the 


1951 season. Additions and corrections to the list will be made monthly. 


Hotel Dates Days 
Benson 
Thomas Jefferson 
Hotel Carter Feb. 12-13 
Davenport Hotel Feb. 12-18 
Florence Hotel Feb. 16-17 
Severin Hotel Feb. 19-20 
Utah Feb. 19-20 
Brown Hotel Feb. 22-23 
Yancey Hotel Feb. 22 
Baker Hotel Feb. 26-27 
Prichard Hotel Feb. 26-27 
Sherman Mar. 1-2 Thurs.-F ri. 
Detroit Leland Mar. 6-7 
Statler Hotel Mar. 16-17 


Salt Lake City Hotel 


Relvedere Apr.7 
New Yorker Apr. 8-10 
St. Charles 
Hotel St. Paul 
Patterson Hotel 
Cheyenne Plains 


Hotel Feb. 9-10 
Feb. 11-13 


Fri.-Sat. 
Sun.-Tues. 
Mon.-Tues. 
Mon.-Tues. 
Fri.-Sat. 
Mon.-Tues. 
Mon.-Tues. 
Thurs.-Fri. 
Thurs.-Fri. 
Mon.-Tues. 
Mon.-Tues. 


Tues.-Wed. 
Fri.-Sat. 
Mon.-Tues. 
Sat. 
Sun.-Tues. 
Thurs.-Fri. 
Apr. 16-17 Mon.-Tues. 
Apr. 19-20 Thurs.-Fri. 
Hotel Apr. 28 Sat. 


Mar. 26-27 


Apr. 12-13 
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TALK OF THE TRADE ... 


( Continued from page ¢ 





onvention that the parent firm, despite the uncertain 
conomy ahead, ts in a strony position to make substan 
tial progress this year. He attributed this to (1) ‘the com 
pany's policy during the past twelve months of plowing 
back earnings for the acquisition of new equipment and 
facilities to improve Our efhciency and over-all operation 
ind (2) the “bolstering” of the company’s top manage 
ment team 

During the past year Mr. Steele stated, “Pepsi-Cola 
has soliditied its position in the soft drink industry. Our 


job now 1s to s that Pepsi-Cola is available, wherever 


poo} le i 
he quite stable at 
with no indications 
foreseeable future. Sugar 
pply and another crop ilmost ready to be 


Ee} si-€ ola ( om} i 


KEY FIGURES AT PEPSI MEET 


Left—Bespectacled Alfred N. Steele. Pepsi-Cola Co. 
president. who delivered major convention address, 
chats with R. Kenneth Keer. Pepsi bottler of Athens, 
Ohio. Right—T. M. Shircliff. of Vincennes, Ind., newly- 
elected president of the Pepsi-Cola Bottlers Association. 





the Pepsi Cola Bottlers 

Jultus Darsky ot Akron 
cement’ of the parent com 
iceds of Pe} si-Cola 

al of the bottler 

{ through improved bottler 
mphasis on quality (not price ) 
parent companys crown 
elimination of the price 
8-Ounce concentrate and 


Mr. Darsky said n 1 goals of the association 
for the forthcoming yeat my Opinion, would be the 
breaking ¢ he competitive price throughout the entire 
country issociation should take such steps as are 
price 

the Pepsi Cola Bottlers As 


lose e meeting 


sociation elected Thomas M. Shirclitf, head of the Pepsi 


Cola Bottling Co. of Vincennes, Ind., as its new president 
A director and secretary-treasurer of the association for the 
past four years, Mr. Shircliff said on accepting the new 


24 


post All of us in Pepsi-Cola are on the verge of the 
greatest upsurge in the company’s history 
The association represents the majority of Pepsi-Cola 


bottlers in the United States 


Parent Firms Favored Newspaper, 
Outdoor Advertising In 1949 


Franchise companies in 1949 invested more than $15 
million in the three major national media (newspapers 
network radio, magazines ), according to recently-completed 
surveys 

Investments in newspaper advertising totaled $6,780 
000; in network radio (not including talent costs), $5,342 
i88; in national magazines, $3,590,063. The parent firms, 
furthermore, expended an additional $7,500,000 in out 
door advertising 

Bottlers, on the other hand, last year invested approxi 
mately 7067 of their advertising allocations 1n point-ot 
purchase, according to A.B.C.B Billboards, newspapers 
ind radio, in that order, were the next most used bottler 


media 


Crown Supply Not Affected by 
New Closure Order 


The overall supply of beverage crowns will not be at 
fected by the latest NPA order on this product (M-2¢ 
Part 103— issued Jan. 27 The order, however, does 
strict the amount ot pl. in crowns, which means 


some newly-mant crowns will contain less tinplat 


Paul Gilham, First $1.40 
Coke Bottler, Dies at 48 


Paul A. Gilham, Jr., the first Coca-Cola bottler 
country to boost the wholesale 
January 7th. He was 48 

As head of the Coca-Cola Bottling Co. of Alexandria 
La., Mr. Gilham late last year zoomed into national in 
lustry prominence when he established the revolutionary 
$1.40 wholesale—10c retail Coke price 

Although he was forced to reduce to a $1.00 cas pri 
seven weeks later, Mr. Gilham did not concede that the 
$1.40 price level was basically wrong. In an exclusive inter 
view with an N.B.G. editor in December, Mr. Gilham 
stated hopefully I know that my present price ($1.00) 


is not right There will be changes in the future 


Louisiana Bottlers Get Warning On 
Impending Labor Shortage 


Thomas F. Baker, A.B.C.B. administrative assistant, told 
Louisiana bottlers last month that the soft drink industry 
faces a ‘serious’ labor shortage 

In a key address at the forty-third annual convention 


of the Louisiana Bottlers Association, Jan. 22-23 in New 


Orleans, Baker declared that with less than three percent 
of the nation’s labor force unemployed, the problem of 
obtaining replacements for workers called into military 
service and shifting into high-paying jobs in war industries 
is not to be considered lightly.” He urged that plans be 
formulated immediately to handle this problem 


Other speakers who addressed the meeting included 
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Joseph F. Hale, Nehi Corp., Columbus, Ga.; Walter Plum 
mer, Owens-Illinois Glass Co., Toledo, O.:; Stuart Seelye, 
La. Coca-Cola Bottling Co., New Orleans; Thurman Sen 
sing, Southern States Industrial Council, Nashville; Brad higher in the ensuing months Sales of frozen orange 
ford McFadden, The American Bottler, Atlanta; and juice concentrate—a principal soft drink competitor—will 
Joseph Eros, association president and head of the Baton top 500,000,000 cans in 1950. Wow! The retail food 
Rouge Coca-Cola Bottling Co price index rose 14.3 points in the six-month period be 
tween June 25, 1950 and January 2, 1951 (from 204.6 
to 218.9) 


available), reached $50.13, a 1950 peak. Indications are 
that growing inflationary pressures and competition among 
industry for available manpower will force this figure much 


All officers of the association were reelected. In addition 
to Mr. Eros, president, they are: O. A. Boehmer, Zetz 7-Up 
Bottling Co., Baton Rouge, vice president, and Harry M 
England, Gulf Bottlers, Inc.. New Orleans, secretary 


treasurer 


National Materials Handling Exposition, to be held in 
conjunction with the Materials Handling Conference April 
30-May 4 in Chicago, ts expected to attract numerous in 


dustry observers. There will be no charge for admission 


Advertising News to both the exposition and the conference. Drug store 


sales volume in 1950 has been estimated at $3,639,000,000 


Coca-Cola invested approximately $56,000,000 in na 1 new high 
é C x 


: In case you're interested in goings on 
tional advertising during the period 1936-1949, a new sur : 


; in the beer field, The Jos. Schlitz Brewing Company is 
vey shows. Of this total, approximately one-third went into z 


laiming leadership in the brewing industry for the fourth 
radio advertising, while about 30°7 was devoted to news : * 


consecutive year, reporting that it produced and sold 


paper promotion. Magazir and Sund ags pp ‘ 
paper promotion. Magazines and Sunday magazine supple 5.096.840 barrels of beer 10-1950 


Commerce depart 
ment reported last month that national output climbed 68; 


from 1939 to 1951, but it took $1.83 on January 1 to get 


ments accounted tor most of the remaining expenditures 
Coke's early 1951 outlook and newspaper ads reveal 


a marked de-emphasis on pric Most o We AC ‘ 
nee Pie eee fost of the ads carry what a dollar bought at the end of 1939 
mention of the Coca-Cola price but much less conspicu 


Total 1949 grocery store sales were only slightly abov« 


usl Globe Bottling ¢ ) Ang } : es . 
ously slobe Bottling Company, Los Angeles, frat 1948—from $24.772 billion to $24,812 billion. Incident 


hisers of Wilshire Club Beverages and ‘'Creme-O-Coco 


: Papp! ally, food purchases accounted for about 3147 of all th 
i carbonated chocolate drink, is continuing a heavy tel 
vision schedule this year Canada Dry’s new TV 


Snack” promotion the biggest ever launched by that 


money spent last year Canada Dry will shortly begu 


production and distribution in French Morocco and_ the 
French Riviera, with the Moroccan plant, located at Casa 
_ blanca, expected to be in operation before the end ot the 
N Brief year Beer makers last year invested more than 20 
CWS Dries million dollars in advertising Puerto Rico Rum Insti 
tute has instituted a $500,000 ad campaign. Emphasis will 

rs in October, 1950 (latest month for which figures are not be on rum and Coke 


Average weekly earnings of soft drink production work 





1951 STATE CONVENTION CALENDAR 


\ppended below are the dates of State association meetings scheduled for the balance of the 


1951 season. Additions and corrections to the list will be made monthly. 


State City Hotel Dates Days 
Oregon Portland Benson Hotel Feb. 9-10 Fri.-Sat. 
Alabama Birmingham Thomas Jefferson Feb, 11-13 
Ohio Cleveland Hotel Carter Feb. 12-13 Mon.-Tues. 
Washingtor Spokane Davenport Hotel Feb. 12-13 Mon.-Tues. 
Montana Missoula Florence Hotel Feb. 16-17 Fri.-Sat. 
Indiana Indianapolis Severin Hotel Feb. 19-20 Mon.-Tues. 
Utah (Tri-State) Salt Lake City Hotel- Utah Feb. 19-20 Mon.-Tues. 
Kentucky Louisville Brown Hotel Feb. 22-23 Thurs.-Fri. 
Nebraska Grand Island Yancey Hotel Feb. 22-2: Thurs.-Fri. 
Texas Dallas Baker Hotel Feb. 26-27 Mon.-Tues. 
West Virginia Prichard Hotel Feb. 26-27 Mon.-Tues. 
Sherman Mar. 1-2 Thurs.-F ri. 


Sun.-Tues. 


Huntington 
Illinois Chicago 





Michigar 
Massachusetts 
Arkansas 
Maryland 
New York 
South Dakota 
Minnesota 
North Dakota 
Wyoming 


Detroit 
Boston 
Little Rock 
Baltimore 
New York 
Pierre 

St. Paul 
Bismarck 
Cheyenne 


Detroit Leland 
Statler Hotel 


Belvedere 
New Yorker 
St. Charles 
Hotel St. Paul 


Patterson Hotel 


Plains Hotel 


Mar. 
Mar. 
Mar. 


Apr. 7 


Apr. 
Apr. 
Apr. 
Apr. 
Apr. 


6-7 
16-17 
26-27 
8-10 
12-13 
16-17 
19-20 
28 


Tues.-Wed. 
Fri.-Sat. 
Mon.-Tues. 
Sat. 
Sun.-Tues. 
Thurs.-Fri. 
Mon.-Tues. 
Thurs.-F ri. 


Sat. 
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implified 


ccounting 


Do you know exactly what is going on 

in your plant and office with regard to 

delivery, sales, payrolls, inventories, costs 

and analysis? Here is authoritative in- 

formation on a very important subject. 

This is Part Two of a series of articles on 
good accounting for bottlers. 


F ov LATION and development of this simplified sys- 
tem of bottling accounting has been primarily to meet 
the need for a more direct approach to a determination 
of cost analysis, operating results and financial status 
This need, on a nationwide scale, has been made evi- 
dent by individual bottlers everywhere and is basically 
because of: (a) Development of the industry in many 
instances at a pace far in advance of recognized need 
for equivalent advancement in accounting technique to 
meet requirements. (b) Pursuit of accounting methods 
with which to meet growing competition, price adjust- 
ments, deposit problems, etc., without due and proper 
consideration relative to limitations from the stand- 
point of cost, workability and simplicity of the results 
obtained c) The tendency to absorb the field of 
trained bookkeepers, accountants and auditors, pres 
ently burdened beyond capacity in the performance of 
work that does not necessarily require such technical 
training and skill. Overloading the profession produces 
a result short of our goal and, in too many instances 
accounting requirements are not being met regardless 
of sincerity, effort, time and costs 
In these davs uncertainty brought about by the 
advent of the Korean situation and threat of world 
lict which will doubtless impose many restrictions 
on manpower, industry and consumer products, it Is 
considered sound business judgment to prepare for 
eventualities relating to your accounting structure in 
the same manner and with the same foresight as you 
anticipate and prepare for shortages of sugar, crowns, 
labels, ete The detense effort will most surely make 
itself felt more and more as the months pass because 
it will absorb trained personnel as well as place certain 
restrictions on material and equipment. Simplified 
accounting will assure you of maximum accounting 
results even under conditions of serious personnel re- 
strictions. Being unnecessarily over-staffed because of 
endless detail paper work is not a healthy condition 
because of the resulting wasted effort that produces 
no profit ; does not enhance values and realizes no effect 
other than confusion, abnormal costs and the loss of 
hard earned dollars 
Last month we attacked the problem of a more sim- 
plified accounting system for bottlers with a discussion 
of plant procedure beginning at the loading platform 
We divided the plant of Kromer Bottling Works into 
five separate departments and, for accounting purposes 
classified them as SERVICE, PLANT, WAREHOUSE, 
STOCKROOM and OFFICE. Beverages produced and 
sold were to be identified within the plant with A. B., 
C, D symbois. We discussed and illustrated methods 
and procedure for the accounting with respect to full 
goods loaded out, full goods and empties returned, 
daily settlements, keeping the book of receivables, sum- 
marizing sales, determination of bank deposits arising 
from collections and sales. Proof of the equilibrium 
of proposed general ledger postings for the month 
ending June 30, 1950 from the daily sales summary 


was determined to be 
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Account Classification Debit 
Bank ; ; . $2724.82 
1299.50 
1345.15 


Sales $4291.90 


Credit 


Container Refunds 


Accounts Receivable (Charges ) 


Accounts Receivable (Collec- 


tions 1077.57 


$5369.47 $5369.47 


It will be recalled that this statement of fact is com- 
piled from a daily recapitulation of all the daily settle- 
ment sheets turned in by all the service salesmen and 
jobbers during June, 1950 and the general ledger is 
to be posted direct from the daily sales summary after 
adding “day totals” to “yesterday’s totals brought for- 
ward” and arriving at totals for the month to date 


(see Figure 104) 





FIG. 104 





A more thorough discussion of the basic accounting 
principles advocated in this simplified system will be 
made later. For the time being, however, it is deemed 
appropriate to support the treatment of container re- 
funds as a debit item deductible from sales instead of 
carrying container deposits as a liability. It will be 
recalled that in the computation of sales we included 
container sales price with contents sales price 1n arriv- 
ing at gross total sales. It follows then that container 
refund amounts are a direct reduction from sales to 
determine net sales. No appreciable advantage is 
gained by Carrying a liability on the books when such 
liability is representative only of deposits received 


Even though the actual deposits received for contain 





RECORD OF TELEPHONE 
»R OFFICE ORDER 
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FIG. 109A 





ers may be accurately stated, because of lack of positive 
guarantee that all containers on which a deposit has 
been received will be returned, the extent of the lia- 
bility for such deposits is impossible of accurate calcu- 
lation. Also, if a liability for deposits received is carried 
on the books there exists an element of income, or con- 


tainer cost reduction, (that amount received as deposits 
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on containers that will not be returned) derived from 
containers sold which can be stated only after arbritrary 
adjustment—such adjustment is, at best, only a guess. 
Moreover, the element of income from sale of con- 
tainers may not be appropriately identified as such 
during the period in which the income was derived, 





4 


FIG. 105R 





and in all probability cost of containers sold will be 
overlooked entirely and containers inventory will in 
turn include containers no longer on the premises 
This simplified system provides for the treatment 
of containers in what is regarded more appropriately 
as merchandise—something you buy and sell in the 
same manner as you buy and sell contents. This pro- 
vides a positive and accurate method of determining 
Cost of Contents ‘and Containers Sold on a per-case 


basis. It is the writer’s opinion that lack of this infor 
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mation is the basic cause of the present “realistic 
deposit headache.” 

We will now proceed with simplified methods of 
accounting for cash disbursements, accounts payable 
bookkeeping, inventories, production records, telephone 
and office orders and petty cash 


Daily Cash Record 


The daily cash record should be kept by the owne 
manager or cashier. An exact determination of the 
cash balance (in bank and on hand) may be accurately 
determined with ease by using a daily cash summary 
record such as illustrated in Figure 105a. 

Figure 105b, a combination of the daily cash 
record shows the detail of petty cash expenditures and 
reimbursement. Note that petty cash is maintained on 
the impressed petty cash system and is reimbursed 
by check number 1072 in the amount of $35.73. The 


amount of petty cash reimbursements are always equal 
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DAILY PETTY CASH RECORD 
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to the amount of petty cash disbursements since last of June 30, 1950 which amount was deposited with 
replenishing petty cash to its established amount the bank at 10:00 A. M. July Ist, 1950. Cash is not 

It will be recalled that today’s deposit (Figure 104 permitted to accumulate and each entry representing 
amounts to $183.17—to which we add the net proceeds cash on hand (exclusive of petty cash) is separately 
from the sale of a truck (see remarks, Figure 105b) deposited with the bank and a duplicate deposit slip 
and enter the total $333.17 as cash on hand at the close bearing the bank’s stamp is attached to the daily sales 
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summary for the date previous to the date of the 
deposit. (Fig. L05R 

Here we have affected a cash reconciliation for June 
0, 1950 and, as in previous instances, paved the way 
tor double entry bookkeeping This has been accom 
plished by a simple process of listing, adding and sub- 
tracting on prearranged form. The daily cash record 
may be completed in every detail each day by the 
owner, manager or cashier without the use of technical 
knowledge ot bookkeeping and accounting 

Later we will illustrate posting from these original 
memoranda to 4 complete double entry ledger. First. 
for purposes of clarification, suppose we convert the 
daily cash record into a double entry journal. Note 
how easily and uncons« iously this listing, adding and 
subtracting resulted in double entry journalizing 

Aecount Classification Debit Credit 

Advertising * 86.95 

Crowns 96.50 

Plant Repairs 12.50 

Gas and O}! Trucking 
Postiaye 
Plant Supplies 
Plant Supplies 
Office Supplies 
Payroll 
Truck Repairs 
Ir surance 
John A. Krame1 
Office Expense 
Auditing 


Concentrates 
Bank $1787.24 
Accrued Taxes Pavable Pay 


roll 108.05 


$1895.29 $1895.29 





PETTY CASH SLIP 


RECORDED ON 
CASH PAID BY 


CASH REC'D BY 


FIG. 121 





Normally the two items identified as plant supplies 
would be combined and posted in total as $11.82 

Accrued taxes payable in the amount of $108.05 
represents actual deductions from employees earnings 
being held for payment to the United States and State 
Treasuries 

A thorough explanation of any differences between 
today’s deposit, $183.17 (Figure 104) and cash on hand 
$333.17 (Figure 105a) is required. Reference to re- 
marks (Figure 105b) reveals that a truck was sold and 
the net proceeds of this sale amounts to $150.00. The 


reverse of the daily cash record (Figure 105R) shows 
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ruck was exchanged and that in addition to 
receiving $150.00 and an automobile a loss of $115.00 
vas sustained. Here again adding and subtracting un 
consciously resulted in journalizing. After depositing 


33.17 the form is reversed and posted as follows 


Debit Credit 

Bank S 150.00 
Reserve for Depreciation 910.00 
Automobile 1100.00 
Loss on Sale of Truck 115.00 
Trucking Equipment $2275.00 
$2275.00 $2275.00 
In most instances, we advocate inventory accounts 
payable. That is, if statements are drawn off the books 


monthly the accounts payable are inventoried month- 
; pa) 


lv; if quarterly they are inventoried quarterly, etc. In 


the first place this eliminates a maze of detail work and 
from the standpoint of final results in terms of profit 
and loss as well as financial position, produces the 


same result 





(Continued on page 
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The Red Seal Line Is Complete 
And Of The Highest Quality 


WARNER-JENKINSON MANUFACTURING CO. 


Manufacturers of Certified Food Colors, Vanillas, Extracts, Flavors 


ESTABLISHED 1905 2526 BALDWIN ST. * ST. LOUIS 6, MO. 








W, acquired a great deal of 


; 


familiarity with the many things 


which were done, and of the whys 
ind the wherefores of them, during 
1950. Some of that experience may 


{ ] 


of considerable value t 


tO US In 
the months which are ahead. But it 
s also quite apparent that the 
existing 


ged conditions now 


will make it 


necessary: for us——as 
in industry—-to feel our way, con 
tinuously and with due recognition, 
United States in 1950 was 
a different United States than it 
was in 1941. In some ways that may 
simplify our problems but in 
others it seems certain to compli- 
ate them 
We are not changing from a pe 
riod of relatively poor business con 
ditions into a wartime economs 
wartime boom or 


business period 


ever experienced 


An Economic Problem 


We are confronted with the need 
for diverting substantial portior 
of our labor force from a high level 

icetime production to the pro- 

tion of war materials, and at a 
when unemployment is at a 
nimum. As a matter of fact, in 
the Report of the Council of Eco 
nomic Advisors, the official agency 
authorized by Congress to study 
4 nature, of the 

there showed 

1950, unemploy 

was 1,900,000 


was & 700, 


means 


which 


‘A Look Ahead 


fa 
be desired as a means of restrict the uses of materials essen 
increasing soft drink consumption tial to the defense program, and to 
it now, it is the problem coming control prices and wage levels 
from more work for more people, 
and more spending money, that be The Important Agency 
comes some of the bases of ow 

In other words, war is an In this new setup, the National 


concern 


economic, as well as a= military Security Resources Board, which 


problem has been in existence now for some 
The developments of the past few time, is to act as a coordinating and 
President 
The Chairman of the National Se 


months, with the enactment of the policy agency for the 


Defense Production Act, were not 


unexpected, and vet the actual form curity Resources Board has been 


which they took could not be fully designated as the Coordinator of 


anticipated hecause of the wide the entire defense effort under the 


ariety of views which existed in \ct. In this capacity, the head of 


Congress, and the extent, of course, NSRB will issue policy directives 


to which those views became in to the various agencies to whom the 


volved as Congress went through President has delegated his powers 


the actions of enacting that par and will resolve any inter-agency 


ticular legislation. But since we disputes which might arise in the 


now have that law, we begin to see administration of the Act. 
something of the way in which we Recently, the Chairman of that 


are headed, with its authority to Board outlined seven steps planned 


by JOHN J. RILEY, Secretary, American Bottlers of Carbonated Beverages 





put that program into high 


Establishment of a system of 
priorities for defense orders 
A general control regulation 
industrial 


limiting invento- 


ries to minimum practical 
levels 

Conservation orders for mate 
rials needed in the defense 
program 
Setting up production pro 
grams for defense needs with 
the least dislocation of the 
civilian economy 

Obtaining reports from in- 
dustry from which will be de- 
veloped priority and allocation 
poli 1es 

Special expediting of defense 
production 
Appointing boards to hear 
appeals from control regula- 
tions on 


grounds of undue 


hardship or administrative 
discrimination 
How familiar all of those things 
are! 


Also, by 


President made the initial delega- 


Executive Order, the 


tion of authority to put all of these 
war powers into effect 

Matters relating to the alloca- 
tions and the use of petroleum, gas, 
solid fuels, and electric power have 
been delegated to the Secretary of 
the Interior 

Domestic transportation, storage, 
and port facilities (but excluding 
air transport and some other excep- 
tions) will be under the jurisdiction 
of the Interstate Commerce Com- 
mission. Presumably, this includes 
truck transportation, which, as you 
know, was under the Office of De- 
tense 


Transportation during the 


last wat 


Effect On Food Industries 


The matters relating to food will 
come under the jurisdiction of the 
This, in 


all probability, means that all regu- 


Secretary of Agriculture 
ations, restrictions, or limitations 
on production of foods, as well as 
the securing of procurement of ma- 
terials for the manufacturers of 
equipment and other things used 
in the food industry will be under 


the jurisdiction of the Secretary of 
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Agriculture. It could probably be 
safely assumed that, should there 
be rationing of sugar among indus- 
trial users, for example, that also 
will be under the Department of 
Agriculture, so long as the present 
system holds. That, too, as I see it, 
will present us with a great num- 
ber of problems 

All other materials and facilities 
affected by allocations and priori- 
ties under the defense program will 
come under the U. S. Department 
of Commerce, and with this broad 
coverage it is not difficult, of course, 
for us to see that the “National 
Production Authority,” which we 
have read about quite a bit lately, 
really is nothing more than the ini- 
tiation of the War 
Board or repeating of the War Pro- 


Production 


duction Board of the last war. 
Then, in connection with the la- 
bor supply, certain functions are 
given to the Secretary of Labor, 
such as to “formulate plans, pro 
grams, and policies for meeting de- 
fense and essential civilian labor 
requirements” and to “determine 
the occupations critical to meeting 
the labor requirements of defense 
and essential civilian activities.” As 
vet, these seem rather indefinite as 
to the extent to which they may re- 
late to control over the use of avail- 
able labor, such as in purely civilian 
industries; but, of course, knowing 
of the problems that do come, when 
talking 


about anything which is critical, 


the Government _ starts 
anything which is essential, and of 
the position which they some times 
think where we should fit into that 
picture, it is quite obvious that we 
have some problems ahead of us 

In addition, the Secretary of La- 
bor is specifically charged with de- 
veloping policies of draft deferment 
in conjunction with the Secretary 
of Defense and the Director of Se- 
lective Service. Many of you have 
very probably heard of the classi- 
fications used to date insofar as es- 
sential industries and essential 
occupations are concerned only In 
relation to the reserve forces. In 
that set-up, all food industries of 
every character and description are 
put in an essential classification 
No matter what, or how we feel, 


that should be perpetuated, for cer- 
tainly we think that this industry 
is an important cog in the food in- 
dustry wheel. I merely want to 
warn you at this time that that 
should not be taken as a permanent 
situation. Already ideas are being 
discussed for changes in that set- 
up, and that does not relate to de- 
ferments in the draft, but only to 


classifications in the reserve forces 


Industry Committees Will 


Function 


In this whole situation there is 


one encouraging factor, based upon 
our experience in the last war, and, 
that is, the provision made for In- 
dustry Committees. Those of you 
who were close to the picture know 
that the one redeeming factor in 
the last war was the way in which 
members from the industry itself 
were able to maintain a close con- 
tact with what was going on, were 
able to sit in on many of the dis- 
cussions, and even though many 
times we found that decisions were 
made before the industry men came 
into the picture, nevertheless, it 
was only that contact, in my opin- 
ion, only through that organized 
contact of the industry with what 
was going on on the inside, that this 
industry was able to keep itself 
going as well as it did. The law 
requires, fortunately, that in all of 
this new set-up, in any major de- 
cisions, the industry is required to 
be consulted through proper com- 
mittees 


Even during the relatively short 
time this whole set-up has been in 
operation, we have had some devel- 
opments under it. Plans have been 
started for the controls deemed 
necessary in connection with the 
supply and use of metals so essen- 
tial to the production of war mate- 
rials. Primarily, of course, this re- 
steel, aluminum, 


fers to copper, 


lead, and zinc. However, among 


leather, 


lumber, paper, and wool, that is, 


other things as cement, 


they have been already listed as 
among the materials most likely to 
receive first 


attention from the 


standpoint of supply, allocations, 


and priorities. 
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RED DIAMOND ba, » 
CARBONATOR ae :> 
Capacity 250 Gal. per hr. : Re 2 


| 
} Capacities 


4 LIFETIME MAGIC 
| CARBONATOR 


| 500 and 1000 Gal. per hr. 


DELUXE RECIRCULATING 


CARBONATOR 


Capacities 


1500 and 2000 Gel. per hr. 


There's a reason why nearly two-thirds 
of all carbonators in use are “Liquid’s.” 
They express Liquid’s basic long- 
term (since 1888) recognition of the 
bottler’s need for sparkling, live-action 
carbonation. 

No matter what capacity your produc- 


*59% as shown by recent plant survey 


THE Liquiob 
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CARBONIC 
3100 South Kedzie Avenue 


“Live-Action” 


Carbonation 


tion requires, you'll get complete CO, 
saturation with any Liquid Carbonator. 
Automatic Air Snifts (de-aerate the water) 
—Water sealed Pumps (seal out air 
pick-up) are just two of their many 
outstanding features. Write for bulletins 
and complete information. 


CORPORATION 
. Chicago 23, Illinois 
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\t least for the present, during 
the period of transition to war pro- 
duction, and until that production 
reaches the where the re- 
other 


metals begin taking a substantial 


point 
quirements for steel and 
portion of the output, the situation 
would appear to be such as to make 
inlikely any specific restrictions on 
equipment, such as for this indus- 
try. We see 
that up to this time. Of course, that 


no direct evidence of 


picture itself is now changing very 
rapidly. This has no reference to 
the possibility that some of our 
own equipment manufacturers may 
go into war production, and thus 
limit the supply of available equip- 
ment or materials. As a matter of 
fact, I think that has 


started in a very limited way 


already 


It is generally expected that the 


increasing use of critical metals 
for war production purposes will be 
one of the basis upon which some 
civilian production will be curtailed 

automobile and truck production 
have been most 


frequently men- 


tioned, in that category 


Shortages Coming 


Tin, of course, is one of our basic 


war materials, and it has been 


stockpiled for quite some time. Just 
what effect, if any, the current pro 
yram is going to have on the use 
of tin tor crowns 18 not vet appar- 
ent, but it is quite obvious that the 
steel situation is not yet such as to 
iffect the supply of crowns; at least, 
in the early stages of the defense 
program 

The supply of bottles, likewise, 
seems unlikely to be affected by the 
program in the 


Bottle 


record level during the 


immediate future 


production has been at a 
t 


past 


t 


the current difficul 


couple 
ars, with 
connection with the supply 
stic soda being primarily due 
the labor situation, and now 


] 


clearing up, we hope, rather rap 


idly; but any diversion of contain- 


ers, people switching from tin cans 


or metal containers into bottles 


could very readily disrupt. that 


whole situation. That was one of 


the first things we 


cially in regard to the brewing in- 
dustry 
Rubber, 


given top rating as a critical war 


also, again has been 
material, and some restrictions have 
recently been put on the quantity 
to be used. This would seem to be 
more along lines intended to pre- 
vent excessive buying and hoarding 
than an actual restriction on the 
manner of its use. For the present, 
at least, this seems likely to have 
little effect on operations such as 
ours, even including the supply of 
truck tires. We see no real evidence 
of a shortage 

Of vital importance in connec- 
tion with the supply and use of all 
of these critical materials, of 
course, is the need of preventing 
the shortages which come as the 
result of excessive purchasing, 
whether that be called panic buy- 
ing, speculation, or just plain 
No doubt, this was the 


reason that one of the first powers 


hoarding 


to be exercised under the Defense 
Production Act was the control on 
inventories of critical materials. In 
fact, one of the basic purposes of 
the Act is not only to regulate the 
size of the inventories, but, if nec- 
essary, the President can by legal 
process requisition critical mate- 
rials needed and take them out of 


storage for war purposes 


Five Major Effects 


There are five principle ways in 
which our industry can be affected 
by the defense program. 

First, of 
which is everybody’s problem; the 


course, is inflation, 
possibility of equipment shortages 
in this industry, not felt yet, but 
likely to happen if and when the 
need for metal in the months ahead 
gets stringent and some diversion 
is required; supply shortages, par- 
ticularly this matter of the diver 
sion of users from tin to glass, 
which may affect the bottle supply; 
crowns, if we get involved in tin 
limitations, steel limitations, and 
then fibreboard, and that is some- 
thing which is already showing up 
in connection with the matter of 
plants, of 


paper; expansion of 


course, 


while not prohibited at this 


time, may be restricted; and this 
matter of manpower. I put that last 
on the list because to me that is our 
critical situation. I don’t mean crit- 
ical at the moment—I mean some- 
thing which appears to be the thing 
which may hit us first in the months 
ahead. 


As I 


present production program, we are 


have pointed out, in our 


starting out with what, to all prac- 
tical purposes, is full employment, 
so that little slack can be taken up. 
During 1950, our armed forces were 
increased according to all pub- 
lished reports—from 1's to 2 mil- 
lion 

By late summer of 1951, this is 
scheduled to reach a total of 3 mil- 
lion. The higher wages for war jobs 
will, no doubt, be relied upon te 
attract the workers to these jobs, 
and with the planned dispersal of 
war production among smaller 
plants, this competition for labor 
seems more than likely to become 
a problem in most of our smaller 
communities, as well as in our big 
industrial centers. 


It would indicate that labor costs 
are going to do a lot of climbing, 
and that is the condition which 
seems to be anticipated generally 
in the reports relating to conditions 
facing business. Obviously, of 
course, that was the situation which 
was anticipated when authority 
was recently given by Congress to 
the President to put controls on 


prices and wages. 


On the other hand, while we have 
been discussing factors which have 
not been particularly encouraging, 
there are some rather brighter 
parts to it. We are going to have 
an over-all increase in population 


of about 3 million in 1951. Higher 
earnings will be the rule. The Re 
port of the Council of Economic 
Advisors has indicated that in 1950, 
as T have already pointed out, un- 
employment was at the lowest 
point: employment is high, hourly 
wages are high. All of this indicates 
that greater activity, longer work 
hours, and high income can easily 
absorb the entire production of the 


industry’s products. 
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A PRIZE FLAVOR 
with a GRAND 
PRIZE PROMOTION 
BEHIND IT! 


EVERYBODY 
WINS! 


Without spending one red cent extra, bottlers 
using the NuGrape Prize Incentive Plan are 
boosting sales to a new high! 


Their salesmen are busier than ever gathering 
Prize Points for the big, beautiful prizes they 
want! They're increasing volume by opening 
new outlets and building sales in old ones. 


Everybody's winning! 


It's going to be a big year... a profitable year . . . for NuGrape Bottlers! 
NuGrape is going to make sure of it with a bang-up over-all sales and 
promotion plan for bottlers that really sells. 








MATHIESON DRY ICE 
WAREHOUSES 


Atlanta, Ga. 
Baltimore, Md. 
Birmingham, Ala. 
Charlotte, N. C. 
Chattanooga, Tenn. 
Greensboro, N. C. 
Jacksonville, Fla. 
Knoxville, Tenn. 
*® Swift and dependable delivery is essential to dry ice users— Memphis, Tenn. 
but equally important is uniform quality of dry ice. Nashville, Tenn. 
New Orleans, La. 
Mathieson Dry Ice Service is based on 17 modern warehouses, New York, N. Y. 

strategically located to give you reliable, profit-saving Norfolk, Va. 
Philadelphia, Pa. 


Richmond, Va. 
problems. Moreover, Mathieson customers benefit doubly Saltville, Va. 


deliveries plus friendly help in solving your individual dry ice 


by obtaining the purest dry ice available—made exclusively Washington, D. C. 








from pure carbonic gas. 





Contact your nearest Mathieson warehouse and learn how 
you can benefit by using top quality dry ice, backed by 
top quality service. Mathieson Chemical Corporation, 


Mathieson Building, Baltimore 3, Maryland. 


SERVING INDUSTRY, AGRICULTURE AND PUBLIC HEALTH 
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Listen to the Sound 


of a Sound Investment... 


Here is an opportunity to make money. 


If you already are a bottler, it is an excellent chance for you to 


expand your line and to increase your income. 


If you are planning to start a new business, you benefit from an 


established name which has proven profitable all over the country. 


Consider all these advantages which come with a Canada Dry 


Bottling Company franchise: 


I. You profit from Canada Dry’s world-wide 
reputation for quality. The prestige of the 
Canada Dry name pays off in consistent sales. 
You benefit from a pre-sold pool of customers 
who buy beverages only when they see the 
familiar Canada Dry shield. 

2. You profit by being able to sell a complete 
line of fast-moving beverages. Every popular 
flavor is on the list. And each carries the 
world-famous Canada Dry label. 

Be. You profit because Canada Dry recognizes 
the necessity for a fair return on your invest- 
ment and works with you toward that end. 


A. You profit from Canada Dry’s extensive ex- 
perience. You deal with a company which is 
accustomed to carrying on large-scale opera- 
tions and regulates its policies accordingly. 


oe You profit from Canada Dry’s multi-mil- 
lion dollar advertising. Canada Dry promotes 
its entire line of beverages in national maga- 
zines, on radio and coast-to-coast television, 
on billboards and painted bulletins across the 
country, in local newspapers. And Canada Dry 
cooperates with its bottlers in intensive local 
campaigns and many special promotions using 
all media. 


Naturally, the number of people qualified to take advantage of this offer is limited. 


You are invited to write at once for complete information. 


CANADA DRY GINGER ALE, INC. 
U.S. License Department, 100 Park Avenue, New York 17, New York 
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CALIFORNIA 
Phe Seven-Up bottling develop 


t Yuba City, 


ormerly located a 


recently moved to Marys 


is now us the 


Bottling ompany of 


The company has taker 
oncrete structure 
he 
ttl 

development 


} 
floor area 


12.800 square feet of 
e roof. New equipment ac- 
during the past vear 


! 
Wester! Wiatel 
\W akausha 


pliant, 


nless steel sirut 
l iru} 


nt of the Nesbitt 


Fresno headed DN 


syrup 


SIZ Foundations for a new struc 
ture were poured before building 


restrictions went into effect. A 24 


t Liquid filler is to be installed 

a Washer, carbonatot 

and beverage mixe? The Pepsi 
Cola Bottling Co., San Diego, head 
ed by Frank Alessio, a director of 
the California and Nevada Manu 
facturers of Carbonated Beverages 
is occupying a new plant at 1858 
Newtor Ave The Seven-l l 
Bottling Co., San Francisco, is it 
20-wide Liquid washer, 


x-wide Heil washer and 


operated in 
“Sasley operates both 


t 


; | ' ‘ 
nsiderable new 


BRIEFS 


been installed. in the plant of 

Pepsi-Cola Bottling Co., Red 
ding, and Mason’s Root Beer has 
“Bud” 
A Mojonnier 


the 


been added to the line. ¢ \ 
Hill is the owner 
carbo-cooler has been added to 
equipment of the Coca-Cola Bot 
Vallejo The plant ot 

t Bottling Co.., Marys 

flooded recently as a re- 
unusually heavy storms, but 
were comparatively light 
Bowman, of Chico, is the 
The Grapette Bottling 
Redwood City is enlarging its 


nclude Mason's Root Beet 
Yankee Doodle Root Be 


A recent all-Florida special sales meeting attracted 67 Seven-Uppers representing 10 bot- 


FLORIDA 7-UPPERS 


tling developments to Lakeland, Fla. Jim King was chairman and Ed Wright. host, at the 


all-day meeting. which covered selling, advertising and merchandising. Parent Seven-Up 


GET TOGETHER 


Company representatives from St. Louis included Ben Wells. who was the principal speaker: 


Joe O'Connell, Joe Thul. Herschel Hogan and Fred Vaughan. 
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BOND CROWN NEWS 


TRADE EDITION 





FOR BOTTLERS, BREWERS AND PACKERS NO. 4 


New Electronic Counter Accurately Counts 
10,000 Bottle Crowns a Minute 


Del wery shortages eliminated by 
development of Bond engineers 





Of vital interest to bottlers 
and brewers operating in bev- 
erage-taxing states is the elec- 
tronic crown counter recently 
installed by Bond engineers. 
No operator anywhere likes 
to pay for more crowns than 
he receives. But where taxes 
are levied on crowns, short- 
ages become a really serious 
proposition. 

Some months back, Bond 
scientists went to work on this 
problem. Testing all the 
known counters, they decided 
that no mechanical counter of 
weight was either accurate 
enough or fast enough. The 
answer was finally sought in 


electronics. 


The new Bond counter, the 


Heart of the electronic counter develop- 


ed in the Bond engineering laboratories. 
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only mechanism of its kind, 

has been proved absolutely ac- 

curate up to 10,000 pieces a 

minute. All Bond crowns are 

now electronically counted, 

and for Bond customers short- 

ages are a thing of the past. 

Month by month, Bond engi- 

neers are finding ways to make 

bottle sealing easier, better 

and more scientific. The ser- 

A 50-gross carton of Bond crowns con- 
tains exactly 7,200 crowns, no more and 


no less. Full value is assured by the 
electronic counter. 


vices of these highly trained 
men are available at all times 


to Bond customers. 





WHY BOND CROWNS GET BETTER ALL THE TIME 


In recent months, Bond scientists have improved 
Bond crowns in these important ways: 


Developed controlled application of albumen 
film for positive adhesion. 

' ec of special steel with uniform tin 
Developed clean-shearing of crown shells to min- oating fo orrosion-resistance and rich 
imize scratching, dust and corrosion at edge. appearance 
Helped develop ultra-high-bake varnish to Developed clectronic counters to assure abso- 
minimize surface scratching lutely accurate delivery 


Developed manufacturing processes for corro- Developed straight-line manufacture to assure 
sion-resistance at inside of skirt highest standards of quality and cleanliness. 








CROWN and CORK CO. 


A SUBSIDIARY OF CONTINENTAL CAN COMPANY. INC 


PLANTS 
7515 THOMAS BLVD 3505 SO. CARROLLTON AVE 
PITTSBURGH 8 PA WEW ORLEANS 18 LA 


Téth and LOCUST STS 
WILMINGTON 99, DEL 


BOND CROWN (CO. OF CALIFORNIA 
3101 E. 12th ST., LOS ANGELES 23, CAL. 
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a permit to issue stock to carry on 
its business in soft drink concen- 
Directors are Wolfe Wilder, 
William M. Wilder and Jack C 
Wilden 


trates 


COLORADO 
The Grapette Bottling Com 

pany, La Junta, has been purchased 

from Lee 


George F 


Strain, and J. Nun- 


Vance by 
Strain, L. P 


nelee 


CONNECTICUT 

William J 
the Pepsi-Cola bottling operation in 
Fairfield, from Kenneth A. O’Brien 


lhe plant’s 


Leader has purchased 


territory includes 


Southern Connecticut and Port 


Chester, New York 


FLORIDA 
Coca-Cola Bottling Company of 


Fernandina, which was recently 
purchased by the Florida Coca-Cola 
Bottling Co., 
new Miller Hydro bottle washer 
Frank E. Snell, Jr., 


the Florida Coca-Cola Bottling Co 


recently installed a 


Is Manager ol 
Frostie Bottling Company of 
Orlando has changed ownership and 
management. A. C. Grimm of St 
Petersburg is the new owner and 


manhape 


GEORGIA 

James F. Keith has purchased 
the Grapette Bottling Company of 
\lthough new in the bever 
industry, Mi 


ith his market, being the 


Rome 
Keith is familiar 

owner 
business 


ol othe) 


properties in 
Rome and Atlanta 


a * 


INTRODUCING... 


Executives and employees of the Mission Orange Bottling Co., Garden 
City, Kansas, line up in front of the plant. Left to right: Dave Elsey. owner: 
Bob Patchin, routeman: O. G. Nichols, Mission representative: and plant 
employees M. Robinson, J. Crook, D. Nelson, M. Garcia, and D. Roscoe. 





INDIANA 


J. Vogel & Sons Bottling Works, 
Evansville, one of the oldest bot- 
tling plants in the State of Indiana, 


recently installed new Super Deluxe 


Miller Hydro bottle washing equip- 


ment 


KANSAS 


Construction is progressing on 


plant of the 


the new S500,000 
Wichita Coca-Cola 


building will con- 


Bottling Com- 
pany The new 


tain 73,500 square feet of floor 


space and will house the plant, of- 


fice and warehouse. Virgil Browne 


is manager of the operation 


MARYLAND 
The Gosman Balti- 


more, bottlers of a full line of soft 


Company, 


drinks, is building a new plant 
Armand Kemper is president of the 


firm 


PLANT CONVERTS TO PALLET-TYPE FLEET 


The Baltimore, Maryland plant of the Charles E. Hires Company is now 
using pallet-type bodies on its delivery fleet. According to plant manager 
E. P. Miller (second from left), the shift to fork-lift-and-pallet operation 
has resulted in increased loading efficiency, reduced distribution costs. 





MASSACHUSETTS 


John 
duties of general manager of the 


Daley has assumed the 


Royal-Crown Bottling Company of 
Lawrence. Daley was 
associated with the Boston and Wil- 


previously 


mington, Delaware, Royal Crown 


plants. 


MICHIGAN 


Harry Stenglein purchased the 
Nesbitt Bottling Company at Sagi- 
naw and plans to move the plant to 
After 
the move, the company plans to in- 


a more desirable location. 


crease distribution facilities 


MISSISSIPPI 


New plant of the McComb Coca- 
Cola Bottling Company, McComb, 
is now in operation. Modern bot- 
tling equipment insures a daily ca- 
pacity of 4,000 cases. Electric eye 
inspection, automatic casing and 
endless chain conveyors, are typical 
of the modern installations in this 
plant. Its territory includes south- 
western Mississippi and part of 
Louisiana. Officers of the firm are: 
Crawford Johnson, president; Dr 
Charles R. Bowman, vice-president ; 
and Robert Gandy, secretary-treas- 


urer and manager. 


MISSOURI 
M. L 


president, and T. 


Rogers has been named 
V. Flack general 
manager, of the Grapette Bottling 
Kansas City, a 


Company, re-or- 
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PATENTED STACKING _ 
STABILIZER KEEPS 


Prevents ZN 
Wobble and Sway | “2sso "er \ 


@ Fits all cases 


Solid Bottom Prevents Bottom 
Failures. A revolutionary new 
STACKING STABILIZER is the an- 
swer to wobbly, swaying bottle car- 
riers! This patented feature holds 
Morris bottle carriers absolutely 
rigid. It enables you to make larger 
displays. Only Morris Step Up Car- 


rier has the stacking stabilizer! 


@ Ends breakage complaints 


@ Amply strong for multiple 
trips 


@ Safe stacking either vertically 
or in pyramid 
@ Safe and comfortable to 


carry 

@ Features trade mark on all 
four sides 

@ Simplifies checking loads 


@ Assembles quickly at bottling 
line 


MORRIS PAPER MILLS "s::: 
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Some of the outstanding fea- 
tures of the PRIESAND stain- 
ess steel tank 


@ Built to A.S.M.E. Code, U-69 
specifications 

@ Safer — Safety valve built 
into the head 

@ Lightweight single wall 
construction, eliminates use of 
ning 

@ Durable built to outlast 
any tank on the market 

@ Attractive polished clean 
to stay clean 


Liberal trade-in allowance on your present old, tin 
lined tanks toward the purchase of these new stain- 
less steel tanks. ORDERS FILLED WITHIN 3 WEEKS 


A REAL NIFTY! ‘tsar brs. ne SAE" 











1951 will be your big sales year—if you sell 
with the terrific NIFTY FRUIT FLAVOR 
LINE. 


They're great in appeal . . . bigger in pop- r — 


. ularity... tremendous in sales! Condemetion 
Order a trial gallon today. Eee 
Up Water With Heat 

PINEAPPLE s That is Wasted 

Packed with ripened pineapple-flavor. 

A 1-16 concentrate with tremendous Keeps Boiler Water 
larit ] Level and Steam Space 

sl adel Constantly Uniform 


BLACK CHERRY o 

perates Automatically 
A sensational honest - to - goodness and Requires no Steam 
Fruit Flavor made from real fresh for its Operation 
cherries. 4 oz. Product. 





BLACK RASPBERRY 


A terrific favorite because it's made 
39 from absolutely fresh berries. Has Write for 


superb flavor. 4 oz. Product. — 


BOTTLED UNDER YOUR OWN NAME — IF DESIRED 


© CROWNS AVAILABLE : 
© BOTTLES AVAILABLE © ADVERTISING AVAILABLE Kisco Boiler & 


SALIENT FLAVORING CORP. Sats" MMe 
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NAMED PLANT SALES HEAD 
B-1 Bottling Company of St. Louis 
has announced the appointment 
of Nelson Vickrey as Sales Man- 
ager. Mr. Vickrey is a graduate 
of Washington University and has 
had considerable experience in 
the sales field. 








ganized company now serving 


Greater Kansas City. 


OHIO 

Rudy T. Poje has been named 
manager of the Grapette Bottling 
Company, Fremont, to succeed Ray 
Kasparek who was called back into 
the Armed Forces 


OKLAHOMA 

An exclusive franchise to bottle 
and distribute B-1 Lemon-Lime in 
the Woodward, Oklahoma territory 
Bow- 
Bowman has 


has been issued to Henry B. 
man of that city. Mr 
begun his initial production on B-1 
and plans are under way for an 
introductory advertising campaign 
in his Woodward market 


PENNSYLVANIA 
The Canada Dry Bottling Co. of 


Williamsport, recently licensed by 


operations 


Canada Dry, began 
shortly before Christmas under the 
direction of Ralph and Louis Nardi, 
owners of the company. The new 
franchise bottler is the 97th to pro- 


duce the complete Canada Dry Line. 


SOUTH CAROLINA 
Bottling 


recently 


Coca-Cola 
Walterboro, 


new Super 


Company, 
installed a 
Deluxe Miller Hydro 
bottle washer and a Miller-Kendall 


beverage mixer 


TEXAS 

George B. Horrall has purchased 
the Grapette Bottling Company, of 
Wharton, and will manage the plant 
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Lloyd F 


moted from route salesman to sales 


Rush has been pro- 


supervisor of the Charles E. Hires 
Company plant at Dallas, according 
to John L. Wallace, Dallas division 


manager. . Dr. Pepper Bottling 


YOU CAN'T MISS IT 


This impressive electric 
spectacular installed 
along a busy thorough- 
fare for the Double-Cola 
Bottling Co.. of Evans- 
ville, Ind.. has a daily 
audience of thousands 
of motorists and pedes- 
trians. The product 
slogan, “Double Meas- 
ure—Double Pleasure,” 
is prominently featured. 


Company, at Laredo, has been pun 
Miller and V. A 
Fullick. J. C 


Brown, formerly production man 


chased by R. L. 
Sala from Claude 
ager of the Dr. Pepper plant in 


Uvalde will be manager 





SHOW WINDOW PLANT 


Glass is the architectural keynote of this handsome new home of the 
Seven-Up Bottling Company of Norfolk, Neb.. which features Thermo-Pane 
plate glass windows and glass block lighting in the warehouse. Dock. 
high ramps facilitate semitrailer loading and 15,500 square feet of smooth 
concrete floor is available for power skid handling. The development is 


managed by Rex Harding. 





SPIC-AND-SPAN 


Bottling room of the new plant of the Dr. Pepper Bottling Co., Victoria, 
Tex., features all new equipment. Major units are a 20-spout CEM filler, 
250 gph CEM carbonator, 250 gph CEM cooling unit. CEM mixer and a 


D. & L. bottle washer. 














The Duraglas “Guide Bottle” is a complete 
file of twenty knurling and stippling pat- 
terns. From it you can easily visualize and 
actually feel each one. 
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YOU CANT BUY... 


on its surface might lie the answer 
0 a better package for you 


F YOU WANT to improve the appearance 
of your package... give your line a “family 
look,” be sure to see this specially molded 
Duraglas “Guide Bottle.” 





Designed as a practical working tool, 
the “Guide Bottle” helps you choose from 
twenty unusual stippling and knurling pat- 
terns. Each is numbered for identification, 
each is reproduced on this special Duraglas 
beverage bottle. 


Ask your O-I representative to show you 
the “Guide Bottle” today. 


BEVERAGE BOTTLES 


OWENS-ILLINOIS GLASS COMPANY Look better-Last longer 


Toledo 1, Ohio ¢ Branches in Principal Cities 
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more flavorful 
soft drinks... 


CERELOSE 
make it with dextrose 
CERELOSE 


BOTTLERS know that more flavor comes 
through when CERELOSE is used in the 
syrup blending. CERELOSE is dextrose... 


a natural sugar found in mature, well- 
ripened fruits. 


For uniform quality corn syruj BRAND 


PURITOSE. CORN SYRUP 


CORN PRODUCTS REFINING CO., 17 Battery Place, New York 4, N.Y. 
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L@O@OGth ANNIEVERSARY 


FIRST PRODUCERS OF CERTIFIED COLORS 


OHRSGTARR ¢ COMPANY Enc. 


4735 DISTRICT BLVD., LOS ANGELES 11 
HOUSTON ~- INDIANAPOLIS ~- KANSAS 
SAN FRANCISCO 


89 PARK PLACE, NEW YORK 7 11-13 EAST ILLINOIS STREET, CHICAGO 11 
ATLANTA + BALTIMORE - BOSTON ~- CINCINNATI + CLEVELAND - DALLAS - DETROIT - 
city, MO . MINNEAPOLIS . NEW ORLEANS . OMAHA . PHILADELPHIA PITTSBURGH . $T. touts 








Faster than sound! 





News travels fast. 
But a news-maker travels faster. 


And Pepsi-Cola always does things today 
that you hear about tomorrow. 

Things like being first with finest 
quality, and more of it. 

Things like making it possible for Pepsi 
fans to enjoy their favorite drink in 


thousands of new places daily. 


Yes, you can count on Pepsi-Cola to continue 
doing things that make news... news 


which travels fast... and far! FEPSI-COLA 
COMPANY 
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In Two Years, Two Million Cases Annually 
WA oi01 and Henry Silver have 


not only embarked on their third 
vear as bottlers of Cott’s Beverages 
Di also their 3lst vear of ownet 
ship of Silver Brothers Co., Man 
chester, N. H., one of the largest 
Wholesale distributors of beer and 
ale in the United States 
Celebrating both occasions, 27,000 
Invitations were mailed out by the 
partners to an Open House held 
Oct. 28 and 29, and all were util 
ized by government officials, mem 
bers of the industry, dealers and 
distributors and the public. Radio 
broadcasts and a Spec ial edition of 
the Manchester, N. H. Evening 
Leader helped bring the big cele 
hy 


bration to pub 


ic attention 

An estimated 1950 sale of 40 
million bottles of Cott’s beverages 
is their astonishing record after 
only two years of holding the Cott 
franchise 

Establishing bottling headquai 
ters in Manchester, N. H., in 1948 
the newly formed Cott Bottling 
Company launched an all-out adver 
tising ci palg that soon won fo 
them distribution throughout New 
Hampshire, Maine, Vermont and 
maarts of Massachusetts Another 
lant was opened in Natick, Massa 
1usetts, to service the greater Bos 
The company now has 50 
the territory 


Plans are currently under way to 
increase their present bottling ca 


2 500,000 cases to 3,500, 


000 cases. Cott’s beverages are sold 
in non-returnable botties in 17 dif 
ferent flavors. They were intro 
duced by the Silver brothers as 
quality drinks at a consumer price 
of 20 cents per quart. Many differ 
ent kinds of premiums were offered 
in inducement to try the brand 
price Was never Cut 
t their beverages into as 
many homes as possible, the Silvers 
ise every possible medium of ad 
vertising and promotion—newspa 
per, radio, direct-mail, point-of-sale, 


billboards and television. Cott’s bev 


The Brothers Silver (Henry. Mrs. Silver and daughter, top, and Morris, 
erages are sold in quarts, 12 oz. and with Mrs. Silver, center) and the spanking new bottling plant they com 
pleted in Manchester, N. H. 


7 oz. bottles 
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Chemicals you live by 
Hi-Test*| { B-B’ 
m0 3 Alkali 


NEUTRAL 
0 


men) expr 
NAUGHT CLIPPER 


Get this FREE prescription 


TO SAVE COSTS and improve 
your sanitation program 


Our cartoon is intended to show you how many materials back up our Engineered 
Cleaning program 
Your plant is different from any other And certainly it has some things in 
common with others! Diawoxp Alkali has developed its very broad line of bottle 
washing compounds and cleaners from years of solving just such problems as yours 
Obviously, no one compound can do the perfect job for all plants. But. that is 
why Dramonp’s Engineered Cleaning has such value for vou. Our Technical Serv ice 
man will analyze your operations, prescribe exactly the right washing compound For DIAMOND Technical 
or cleaning compound. The results will save you money. You can save material- Service, call your nearest 
and labor. because the right chemicals will relieve vou of a lot of hand cleaning DIAMOND Sales Office. 
Let a Diawonp Technical Serviceman give Vvour plant an | ngineered ( leaning 
preseription, His whole training aims at saving you money and helping you do a 


perfect job of cleaning. 


a, 
DIAMOND 


—_—_—_ -—_ 
ee 





DIAMOND WASHING COMPOUNDS 


4, OH CHEMICALS 
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WIDE...and 
LOTS LOWER' 


Che HERMAN 
BOTTLERS’ BODY 


Don't be slow ... go LOW .... go HERMAN. 
You'll be delighted how the new HERMAN 
‘5 Wide and Lots Lower’ Bottlers’ Body 
speeds up delivery . . . how it conserves 
drivers’ energy and gives them more pep 
for selling. 


To get cases — just reach, they’re there! 
Another proof that HERMAN gives Bottlers 
what they need .. . the best-built, most 
practical, engineered-for-beverage-selling 
bodies on the market. Order NOW .. . so 


Reach 6 we can put you on our production schedule 
to give you the best. . . sooner. 
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= BUSINESS IN BUSINESS 
“KNOW cessor SHOW: 


FLAME - POLISH 
L with LUSTRO- COLOR 


WE ARE NOT) THIS GOOD.. 


. we haven't mastered the mysteries of the Hindu 
rope trick, but, through 33 years’ experience, we have 
mastered the secrets and techniques of producing 
higher quality, returnable glass containers that assure 
durability, returnability and sales ability! 


Liberty's engineers, craftsmen and supervisors are skilled 
specialists, trained for a particular job. This skilled 
workmanship, plus modern production techniques, care- 
fully-selected raw materials and Control Laboratory 
testing, make Liberty — “Your Best Bottle Buy!” 


ONLY THE GLASS CONTAINER PERMITS 


PRODUCT INSPECTION AFTER SEALING Seg, cn  rannolke GLASS CONTAINg, 
IZING IN 





feta 1918 


Liberty Mass OKLAHOMA 
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Furty Peck & Co. 
[ndianepolis, Ind. 


Gentlemen; 


atteched pleese find our check and enter our order for the 
following; 


4 Gallons @am Crean 

18 Co? gam Lemonade (speciel Blend) 
6 @ gums orengeade (special Blend) 
4 8 am Grepe concord Type 
; °° gmp pineepple 


I aw shipping vie express today 1 box of beverage samples 

for my periodic check to see these beversges are ell up to standerde 
These ere to be checked for quelity and 4 complete report sent to me. 
Be sure to give me gas volume contents. 1 want the pest that money cen 
bottle. ee ae cleims thet we heave the best peverages that he hes 
tested. I 40 believe in quelity et eny cost, 8° if these beverages can 
be improved in any wey let me know. 


The flevors ordered above just can't be peat. We have taken 
the town on your grepe and cress, also the strewboerry and it looks like 
our lemonade will take top place next summer. Don't chang® those flav- 
ors we're doing © swell job with them. 


I want you to know thet I ao appreciete the help end wonderful 
flevors thet I em getting from you. I would still stick to them if 
they went up to $10.00 per gallon. Excuse the expression put e bottler 
ie just 6 demn fool if he does not bottle Hurty Peck flavoree 

merry xmes to all sey bello to q@umms for me. 


sincerely 








HUR 
pp Stith & COMPANY 
vality “'S ” 
February, 1951 INDIANAPOLIS 7, IND. liane 


SANTA ANA, CALIF. 
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Te eo Onn Gay ee 
Sauctary 


Centrifugal Pumps 





noe ayestises your product 


qd ! 
te +: at no cost whatever 


Everywhere the consumer uses this 
Progress Portable Cooler indoors 

in winter outdoors in summer 
or touring in any season he’s con- 
stantly reminded of your beverage if 
your name is placed on the coolers 
you sell. And, it costs you nothing! 
Your trade-mark, slogan or sales 
message can be embossed, imprinted, 
or in decal on either of 


SPECIALTY oat scape ais 


able Coolers which are 


Saunttary FITTINGS : available in several stand- 


ard colors. Plan now for 
the big Spring season. 
Write for complete de- 
tails today. 


REFRIGERATOR COMPANY 
LOUISVILLE 1 * KENTVCEY 


THERE'S PROFIT IN PROGRESS 


National Bottlers’ Gazette 








‘Por parties and home festivities... 


Delaware Punch is a popular favorite. Now 
with Household Syrup, Delaware Punch is a 
doubly attractive franchise for profit-minded 
bottlers. Investigate today! 


\ 


Delicious Delicious (Deion 
JELA WARE iM DELAWAR! 
meet PUNCH 





START THE NEW YEAR RIGHT . . . WITH A DELAWARE PUNCH FRANCHISE 


WRITE TO: \ oh) BALLEW ind ASSOCIATES), 


A MARKETING ORGANIZATION N LEVEN GULF STATES BUILDING 
DALLAS, TEXAS 
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SEALED-IN FLAVOR 


right from California’s sunny groves... 


N “> Bensoate of Sods 
"Contents One U.S. Gallon (3.7861 * 


Bottle profitably what the consumer Always sold in cans to seal in the 


wants to buy—America’s favorite flavor until you use them. 


WI 
pPatIqe 
CALIFORNIA SE 


FRUIT GROWERS EXCHANGE 
Products Department, Ontario, California BOTTLERS 


400 West Madison Street, Chicago 6, Illinois | U | Cc 


99 Hudson Street, New York 13, N.Y. 


orange and lemon drinks, made 


with Exchange fruit juice bases. 
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The NEHI LINE 


is the most complete 
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aR UI PAK: 


@; everaged | 
GINGER ALE, 
ORANGE DRINK, COLA, 
SPARKLING WATER, 
GRAPE SODA, 
m, ROOT BEER, 
7 and other 


PAR-T-PAK 
flavors 
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ROOT BEER, 
and other NEHI Z, 
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ROYAL CROWN COLA - PAR-T-PAK BEVERAGES 
NEHI BEVERAGES 


NEHI CORPORATION COLUMBUS GEORGIA 
February, 1951 





THe New Super Cem 50 was on display 


at the National Beverage Exposition in 
San Francisco from October 30 to 
November 2, 1950. Operating wet on 
6% ounce bottles, the Super Cem 50 
was run consistently at 300 bottles per 


minute and attracted wide attention. 





In addition to the New 
Super Cem 50, our regular 
line of Cem Fillers will be 
continued in the following 


CEM 20 CEM 28 CEM 40 


CROWN CORK & SEAL COMPANY Machine Sales Division 


Due to material shortages, De Luxe Finish will not be 
available on Cem Fillers until further notice. 
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. i additi : ine i finest Cem Fille 
Baltimore 3, Md. This new a dition to the Cem line is the finest e Filler 
ever built. It is designed and engineered for today’s needs 
. meets every requirement of the most modern, high-speed 
bottling plant. Ask us to tell you more about it. 
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you insist on 
smart-looking 


company vehicles... 


insist on uniforms of 


REEVES 
QUALITY FABRICS 


SMART-LOOKING EMPLOYEES mean greater public 
acceptance. That’s why leading companies specify 
uniforms of Reeves Army Twill, Parade Twill and 
Reeves Glengarrie Poplin. For these fine fabrics 
wear longer and keep their crisp, good looks 

even after repeated washings. They’re made of fine 
combed cotton yarn—two-ply for extra 

strength .. . Sanforized* and vat-dyed in colors 
that are fast to sun, water and perspiration. 


Make sure your employees make a good, 
clean-cut impression on the public. 
Specify Reeves Fabrics in your uniforms. 
Write for full information. 
*Residual shrinkage less than 1% 


Reeves also makes ByRD CLOTH, REEVECORD, 
REEVROY CORDUROY, PLAID DENIM and other 
nationally known quality cotton fabrics. 


CIA Reeves. GE 


@ARMY TWILL 
yay cousin soa PE pot PARADE a 


MADE TO GOVERNMENT :; 
SPECIFICATIONS 


SANFORIZED "SANFORIZED» 





REEVES BROTHERS, Inc., 54 Worth Street, New York 13, N. Y. 


Representatives in: Atlanta - Boston + Chicago - Cleveland - Dallas - Los Angeles « Philadelphia - Portland, Oregon + St. Louis + Montreal - Toronto 
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HONEST DOLLAR? 


OR 


FAST BUCK? 





Deals, gimmicks, and ‘“‘two-fers” may 
bring in a few fast bucks, but they don’t build a 
sound business. It takes a product that people 
want to keep the dollars coming. Hires has been 
wanted for 80 years. And over 30 million adver- 


tising dollars have helped build that demand. 


Bottles that gather dust on a shelf 
bring back no profit. You've got to sell in profit- 
able volume to stay in business. Hires is one of 
the largest selling soft drinks. It's got the 
volume and turnover that make distribution 


sound and profitable. 


No territory can be profitable if your 
product is weak. But a Hires franchise will 
bring extra dividends in any potentially profit- 
able territory. In the Hires sales territory there 
are franchises now available with tremendous 
sales potentials. Sixty new Hires bottlers have 
already proved this. 


If you want to know more about a Hires 
franchise and how it can benefit you, write to 
The Charles E. Hires Co., 206 South 24th Street, 
Philadelphia 3, Pa. 
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CANADA DRY BOTTLING courant 
OF NEW HAVEN 





TYPICAL INSTALLATION OF A “JBAS” WATER CONDITIONING PLANT 


INFILCO Water Conditioning Equipment 
is an Investment in Profitable Operation 


Typical letters tell why over 500 of the world’s leading bottlers and syrup 
makers are satisfied users of Infilco water conditioning equipment 


Coca Cots Bortinc Compan 


Mr. Bernard Guthrie of the Seven-Up Bottling Company of Cleveland a 
writes, “The thoughtful design of this equipment and its automatic . 

action are reflected in ease of operation, freedom from major mainte- 

nance and simplicity of our daily testing. 


Mr. W. E. Collins of Canada Dry Bottling Company of New Haven, 
Inc. says, “*.. if all our machinery here would run as trouble-free and as 
efficiently such as your Infilco Water Treatin Plant, why I would find 
myself working just a rape of hours each + ag 


Another bottler, Mr. . Head of the Lexington, Kentucky, Nehi 
Bottling Company nth “We would like to take this opportunity to 
express our unqualified pleasure with the success we have had in ope- 
ration of this system, particularly during the past week. The Lexington 
water supply suddenly became almost impossible for use in aiken 
drinks. We have had not a minute’s trouble.” 








Mr. R. V. Hoffman of the Coca-Cola Bottling Company of Cape Girar- 
deau, Mo., Inc., writes, “We would like to express our complete satis- 
faction with the Infilco JBAS Water Treating Plant installed during June 
1948. At that time the city water supply was in such poor condition we 
were forced to cease bottling operations. We received bids from sev- 
eral equipment companies and after careful consideration of cost, ease of 
operation, and final results obtained, Infilco equipment was purchased. 


You, too, can easily have absolute control over the quality of the water 
you use. Call in the nearest Infilco Field Engineer or write our executive 
offices in Tucson, Arizona. There’s no obligation. You'll get valuable 
information on an Investment in Profitable Operation. 


SERVING THE BOTTLING INDUSTRY WITH WATER CONDITIONING EQUIPMENT THAT'S 





Laallty nginecred fer 


nalily Pe Cfermance TIM 
INFILEO INC. 


® BETTER WATER CONDITIONING ° 


AND WASTE TREATMENT SINCE 
TUCSON, ARIZONA ony 


WITH OFFICES IN PRINCIPAL CITIES 


WORLD'S LEADING MANUFACTURERS OF WATER CONDITIONING AND WASTE TREATI 
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IN 
SALES 
RECORDS 


It's no wonder Glenshaw Color-Print 
Bottles can boost sales over the year, 
for every day they're in use your 
product-name and trademark are seen 
at a glance at the point of sale! Labels 
in color on glass; less labor, more 
economical production, stronger sales 


oppeal! They're your best buy for '51. 


GLENSHAW GLASS CO.,INC. 


Wy 
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BR ttl N = a Bottlers’ Plant Commandeered 
OLMZCr, NCWSPaper JOIN LM’; Fire department 
The Roseburg, Oregon Fire De 
al } 
romotion partment recently commandeered 
the plant of the — lo al Mission 


. ‘ Orange Bottling Company 
Carriers get cases of Pepsi-Cola as prizes for in 


. Sap The tion \ S " ) 
securing subscriptions. Phe action was taken when one of 


worst wind and rain storms in 
ars struck Roseburg. To provide 
ire and flood protection for the 
Western section of the city, which 
Was most severely hit, the’ Fire De 
partment set up emergency head 
quarters in the Mission plant 
Now that the flood waters have 
subsided, and the plant is back in 
the business of putting out Mission 
Jeverages instead of putting out 
fires, owners Fred and Bill Scherner 
are assuring the good citizens of 
Roseburg that the liquid dispensed 
is not firewater, but “delicious” 


Mission Beverages 








Frank Irwin, Geo. Moore, David Dickey, and Nels Mortenson, “Post- 
Intelligencer’ carriers, enjoy the fruits—or beverages—of their efforts to 
sell subscriptions to the newspaper. 





Pepsi Cola was the prize for carrier boys of the Seattle Post 
felligencer (Hearst) in a subscription campaign in the first half 
October. For each two new subscriptions, the carrier received 
a coupon good tot ase of 12-ounce bottles of Pepsi Cola 
The boys received an additional dollar on turning the case of 
empties back to the retail outlet 

isual arrangement was worked out between Bob Brad 
ilation manager of the Post-Intelligencer, and L. I 
f Glaser Beverages, Inc., Seattle bottlers and dis 
Seattle, Tacoma, Bremerton and Olym 

a covered bv the contest 
sales were not disclosed, but Bradshaw reported 
“excellent po i the campaign and said “several thou 
new subscriptions were obtained. The original planning 

1,000 subscriptions, or 2,000 cases 
was the wholesale cost of the bev 
up the difference between the whole 
gy this against promotion expense 
full retail price in return for each coupor 
newsboy. Coupons were picked up by the regulat 


salesman 


promotion of Pepsi Cola o1 INFORMATION SIGN 


I 
urged newsbovs to earn Pepsi Double-Cola’s new 1951 Calen- 


: ; dar-Thermometer display com 
parties. Leaflets were distributed to bines the utility of a daily calen- 

encourage ample stocking in an off dar with that of an easy-to-read 
thermometer. Because it performs 
a daily service, it probably will 
stay “tacked up” the year ‘round. 


Portland, Pepsi Cola representative 
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F CERTIFIED 
FOOD COLORS* 


—4NE / Bounce 


*offers a complete line of = 
Certified Food Colors manufactured = 
by a leader in the color field for 25 years ~ 


~~ 
Write us for Prices ard Detailed Information. “A 


U.S.P. Vitamins in bulk Gh 
ea . ; , nica INC. 


SUBSIDIARY OF STERLING DRUG INC. 





Roccal 
: 1450 BROADWAY, NEW YORK 18, N. Y. 
445 Lake Shore Drive, Chicago 11, Il. 
FACTORY: CINCINNATI, OHIO 











{rlanta, Boston, Buffalo, Chicago, Dallas, Kansas City (Mo), Los Angeles, Minneapolis, Portland (Ore.), St. Louis 


WORLD’S LARGEST SUPPLIERS OF VANILLIN 





No contracts are made in excess of our capacity to supply, 
barring strikes, government regulations, etc. Contracts 
enable us to properly organize and execute production. 
A Sterwin contract insures your supply of Zimco Vanillin 
within limits of your actual requirements. 


Our distribution is handled by our own sales organization 
with district offices covering the entire U.S.A. A limited 
number of long established, recognized dealers also handle 
our Zimco Vanillin in bulk. 


Flavor manufacturers are your best source of flavors in 
finished form ready for use in your products. 


The same policies and procedures are applied in the sale 
and distribution of our Parakeet Certified Food Colors 
produced at our Cincinnati plant. 


Write today for our latest Catalog. 


Parakeg> 
CERTIFIED 
FORE YELLOW no. 5) | 





cd GREAT deal of “guff” has been 


written on the specialized tech- 
niques of closing a sale, the psy- 
chological moment of winding up 
your sales presentation and begin- 
ning to help your prospect to make 
up his mind to say “yes.” The fact 
of the matter is that there are few, 
if any, psychological “tricks” which 
may be used to consummate a deal, 
while there are, on the contrary, a 
number of field-tested closing tech- 
niques which are entirely legitimate 
and practical 

For some reason or other, a great 
deal of self-consciousness and fear 
is built up in the minds of many 
route salesmen when it comes to 
the point of getting a dealer signed 
up. They may have in the back of 
their minds some personal need for 
immediate cash returns or the pres- 
sure from the boss, or the boss may 
be worrying about paying the bills; 
in any case, the salesman sometimes 
has his heart set so strongly on 
closing this particular deal that he 
overemphasizes the fear of “losing” 
it 


As a result, over the years, sales- 
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Seven Ways 





To Close The Sale 





Buyers are protected by an invisible barrier called 
“Decision”. How to get them to open the door to their 
business is told in this article, must reading for all 
beverage sales-servicemen. 


men have developed a number of tion enough to be aware of the 
“strategies,” some good, scme asi- profit opportunity or lack of it in 
nine, ranging from plying the pros- his location. But you never “lose” 
pect with promises, to completely a sale. You just fail to close it 
forgetting to ask him to sign a 

contract. Actually, sales are neve Don't Get Nervous 

“lost” because you can’t lose what 

you never had. You may lose time Younger and less experienced 
in making a presentation without salesmen are particularly prone to 
closing a deal. Every salesman feel nervous when they get the 
counts on a certain percentage of owner up to the point of close 
that sort of thing. You may lose Sometimes a salesman has_ had 
face when a location owner points several interviews with a dealer, 
out certain factors which indicate has shown him the deal and dis- 
you don’t know what you're talking cussed the details of the proposal 


about, have not studied his situa thoroughly with him and has been 
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isked to wait a few days while ilive. You have a definite and legiti 
the prospect thinks it over. On the mate purpose in calling on him, and 
afternoon of the third or fourth day he expects you to call with that 
of waiting the young salesman will purpose in mind 
sometimes call on the prospect wit! \t the extreme of “blue funk” 
the remark that he “just dropped 1 the salesman who winds up his 
for a visit” or that he “was in pitch by saying, “You don’t want 
neighborhood and thought he might al al like this, do you? Well, 
come by for a few minutes.” It ru at's right, this wouldn't 
vour prospect is considering % al interest vou, would it?” After all, 
which involves a substantial profit prospects expect the salesman to 
ypportunity for himself and for take the time and trouble to explain 
i, you obviously do not just “dro; the details of a proposal and at least 


accidentally” to see h till ry to sell it to them 








Full Opening Dry 
Ice Converter in 
stallation at the 
7-Up Bottling Co 
St. Joseph, Mo 


FULL OPENING DRY ICE CONVERTERS 
WILL CUT YOUR CO. GAS COSTS! 


@ GAS COSTS CUT 40°. TO 60°: @ NO ICE BREAKING: 
The cost of dry ice delivered to your plant Full Opening’ Converters are designed to 
s usually about half the cost of cylinder handle full 50-lb. blocks of dry ice. No time 
gas. The savings effected by the use of spent in breaking ice, with consequent ice 
Full Opening’ Dry Ice Converters will pay wastage 

r their cost in a short time 
@ INDEPENDENCE OF SUPPLY: 
The Full Opening Dry Ice Converter may be 


@ HANDLING TIME ELIMINATED: heecd sth alter dy len or Rael Ge, 


With converters, labor cost of moving cylin 

ders, of connecting and dis-connecting from @ SPACE SAVING: 

manifold system is completely eliminated Converters require less space than the cylin- 

a substantial saving ders required to handle a comparable vol- 
ume of gas. Converters may be placed at 

® NO OPERATING COSTS: any location in your plant, connecting them 


to the regulator with high-pressure tubing 
N refrigeration heat ng operating 


maintenance costs are necessary. Safe stor @ EASILY CLEANED AND INSPECTED: 
age is not affected by power or heating Full Opening’ feature makes regular in 


failures spection simple 


@ For prices and ustrated folder giving 
omplete construction, operation and in 


ORY ICE 
stallation details, write Dept. (NB) at the CONVERTER CORP. 


address below TULSA OKLAHOMA 


DRY ICE CONVERTER CORP. 


P. O. Box 1652 Tulsa, Oklahoma 





Actually, the experienced sales- 
man will start closing his sale the 
first minute he starts to present 
his deal and begins to get acquaint 
ed with the location owner. In the 
first place, is this man the “boss” 
or is his. brother-in-law or his 
uncle or someone else in his com- 
pany the individual who actually 
will make the decision. Secondly, 

his business such that he should 
have an interest in your proposi- 


tion? 


Tailor-Made Presentations 


Once you know you are dealing 
with the man who is actually quali- 
fied to make the decision, you are 
then faced with the problem of de- 


fining his needs and the require- 


. ments of his location. Don’t ask him 


What he thinks he needs or wants, 
but, having made some preliminary 
study of his establishment, sit down 
with him and find out just what 
the problems really are, when he 
has traffic, where, what type of peo- 
ple, what they like, what they or- 
dinarily buy, how much time they 
spend in the place, ete. Only by 
finding out all you can about the 
exact requirements of the location 
can you set down in specific terms 
the characteristics of the “package” 
for him to take and prove the profit 
opportunity it represents to him 

Similarly, when a prospect asks 
you to come to see him, vou. have 
the task of defining his specific 
needs, getting beforehand all the 
facts you can about the nature of 
his business and the requirements 
of the traffic for which you propose 
to provide your wares 

By gaining this information you 
lay the groundwork for later sum- 
marizing your deal in the closing 
moments of making the sale, so that 
at that time you can develop for 
him a clear picture of what he is 
getting. In addition, by going to 
the trouble of getting thoroughly 
acquainted with his needs, you im- 
press upon him that you are not 
an individual in a hurry to make a 
fast buck yvourself—you give him 
an opportunity to do that but 


rather that you are primarily inter 
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WEDG-WALLS 


r HATCHER 


You win more round trips for every dollar 
you spend when you buy WEDG-WALL Beverage 
Bottles by Thatcher. 


Why? Because WEDG-WALLS are built 
to withstand rough handling in your plant and 
out in the trade. Their rugged wedge-shaped 
wall construction distributes the glass so as to 
reinforce that part of the bottle which receives 
the greatest abuse. The result is a bottle that 
keeps breakage at a minimum . . . that costs 
you less because it makes more round trips. 


Get extra trippage for your bottle dollar 
with WEDG-WALL Bottles by Thatcher. For 
complete details on the many advantages ot 
an exclusive private-mold beverage bottle, con- 
tact your nearest Thatcher representative 
write, wire or phone: 


Thatcher Glass Manufacturing Company, Inc 


* T. M. Applied For 


Factories: Elmira, N.Y., Streator, Ill., Lawrenceburg, Ind. 
Sales Offices BOSTON BUFFALO CHICAGO CINCINNATI DETROIT LOUISVILLE 
NEW YORK PHILADELPHIA ROCHESTER, N.Y ST. LOUIS ST. PAUL WASHINGTON, D.C 
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to the individual requirements 


each situation 


The Seven Main Methods 


There are seven main methods ot 
closing a sale in common use by 
experienced route men. Sales situa 
tions, locations, and owners differ, 
and what may be used on one in- 
dividual in a given set of circum 
stances may be entirely inappro 
priate for a different transaction 
Consequently, these seven methods 


are offered here with no attempt to 


Your Cola 
HAS GOT TO BE GOOD 


eo bottlers know that today's competitive 


market demands a product of highest quality at a 
price that permits a profit. Hundreds of successful 
bottlers have found the ideal combination of quality 
at a price in MarBert Cola Concentrates. For just one 
dollar we'll send you a gallon of MarBert Cola or M-P 
Cherry Cola syrup* so you can see for yourself why 
MarBert users are successful. Use the coupon for test 


gallon and full information. 


YOU CAN'T BUY BETTER CONCENTRATE 


MarBert Cora 


MARBERT PRODUCTS, INC., 19 E. Lombard St., Baltimore 2, Md. 


. ailable for tria to bottlers in nd Canada. MarBert Cole 


ncentrate 


ae = = wa aeee eee es eee] 


MARBERT PRODUCTS, INC MarBert Cola 

19 E. Lombard St., Baltimore 2, Md ] M-P Cherry Cola 
Here's your dollar, send a gallon of the flavor checked (Check here) 

and information on prices to 


Name 


Company 


Zone State 
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rank them in order of usefulness or 
importance or effectiveness. Each 
of these methods has been used to 
close business in a given set of cir- 
cumstances. Most experienced sales- 
men will be able to determine for 
themselves which method can be 


used in a particular instance 


1. Probably the simplest method 
of closing a sale is that referred to 
as “closing directly on the ques- 
tion.” Particularly when you are 
dealing with experienced business 
men, who are in contact with sales 
men every day and are familiar 
with most of the techniques of sell 
ing and sales psychology, it is un- 
wise to attempt to use any “trick” 
maneuvers. It is far more advisable 
for the professional route salesman, 
who has done a good job of pre- 
senting the salient points in his 
deal, simply to say: “Well, Mr 
Jones, that is the story. I believe 
this ‘package’ fits your require 
ments. I certainly hope the profit 
opportunity here looks as good to 
you as it does to me. What do you 
think of it?” It may even be ad- 
visable to ask directly if he is 
going to give you the order, or it 
may be advisable to ease off a bit 
and ask when he feels he will be 
able to give you his decision. How- 
ever, for the salesman who has some 
lack of confidence in the ability 
with which he has presented his 
story and is dubious as to the pros- 
pect’s state of mind, it is likely that 
such a direct method of closing 
should only be attempted in rare 


instances 


2—-The second closing method is 
usually known as the “assumptive 
technique.” In this method of clos- 
ing, the salesman throughout the 
interview and presentation of his 
sales story has adopted the atti- 
tude that the prospect has already 
made a favorable decision to buy: 
so that when he reaches the clos- 
ing portion of the sales interview, 
the salesman maintains this atti- 
tude and makes a direct suggestion 
such as: “Suppose you check over 
this order I’ve written out so that 
you may be sure we haven't for- 
yotten anything before vou sign 
it.” Or —“T think I have all the de- 
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FEWER. SKIPS 
ON THE LINE 


because Armstrong’s Hi-Speed 


Crowns have no burr 


on the underside 


Tests have proved that the 

removal of the burr from the underside 

of the crown skirt on Armstrong's Hi-Speed 
Crowns reduces the number of skips on 

the bottling line. What's more, these crowns 
cause less wear on crown hoppers and chutes. 
You get less snagging... very little shut- 
down time. Scratching of decorations is 
virtually eliminated 


Anyone interested in better bottling will want 
to start using these practical crowns 

now. You can get full details by writing to 
Armstrong Cork Company, Glass and 
Closure Division, 6302 Prince Street, 


Lancaster, Pennsylvania. 


wail tg ai a int a aI 


THERE’S A SOURCE OF SUPPLY 
NEAR YOU 


WEST COAST REPRESENTATIVE: JOHN MULHERN CO & 
175 13TH ST.. SAN FRANCISCO 3, CALIF D CROWN 
3236 UNION PACIFIC AVE.. LOS ANGELES 23, CALIF. HI-SPEE 
116 STH AVE.. NORTH, SEATTLE 9, WASH. of skirt 


HERE'S yer i : . Friction 


agram * 


is dt ' 
This , been 


on skirt hoa 


nderside of 


the 
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Phi Beta Kappa Key — 





award for outstanding 
scholastic achievement 
in American universities 











Pea bottlers the country over 


are satisfied they have the best orange 
drink. Their Nesbitt’s sales are 
responsible for their enthusiasm. 

It Nesbitt’s is not sold in your 
territory we suggest you contact 
several of the neighboring Nesbitt 
bottlers. Find out for yourself 

why they are sold on Nesbitt’s. 

The names and addresses of Nesbitt 
bottlers in your vicinity will be 
supplied on request. They will, we are 
sure, be glad to tell you that the 
Nesbitt label is the “Mark of 
Distinction” in the Orange Drink field. 


NESBITT FRUIT PRODUCTS, Inc. 


2946 East 11th Street, 
Los Angeles 23, Calif. 


Franchise inquiries for Mexico, Central and 
South America oddress 

Nesbitt’s de Mexico, Edif. La Reinera, Desp 216, 
Monterrey, N.L., Mexico 





Canadian franchise inquiries 
Nesbitt’s Orange of Canada, Ltd., 52 Queen Street, 
West, Ottawa, Ontario, Canada 


o”gde 
2A name on Orange Drinks 
is like “Sterling” stamped on Silver 


*This “A Mark of Distinction” Campaign will 
be seen in National magazines during 1951 








tails down now, Mr. Jones. May I 
Suggest vou sign here so that I can 
get your order under way immedi 
ately $e Such direct suggestions 
should be made tactfully and should 
always leave the appearance ot 
final agreement to the buyer 

> The third closing method is 
What is Known as using the second 
ary question method when assum 


ft of the owner 


ng the agreemen 
In this close,. the experienced route 
salesman will still maintain the at 
titude of assuming that the pros 
pect intends to sign the location 
order, and he will arrive at the 
close DN asking a question on some 
incidental element connected with 
the proposal. Such questions may 
cover any element of the deal, rang- 
ing trom terms, delivery service, 
display needs, style and size of 
vending machine, if one is_ sold, 
or the type of dealer advertising he 
wants. Such questions must be put 
to the prospect in such a way that 
his decision on the secondary point 
will be a natural one and will also 
be one which can logically be con 
strued as a favorable indication 
that he has reached a favorable de- 
cision on the main question of 
Whether or not to O.K. the order 
4. The fourth method of closing 
Which is used by professional sales 
men is that of offering the prospect 
number of alternatives, each of 
Which is less desirable than yout 
proposed deal. The success of this 
method depends directly upon the 
thoroughness with which the sales- 
man has previously explored the 
needs of the prospect so that there 
has been a clear agreement on the 
essential characteristics of the 


“ideal” profit opportunity for him 


I 
to accept. Upon reaching the point 


of close, the salesman might ven 
ture to say something like this: 
“Now as [ understand it, Mr. Jones, 
the features of. the deal which 
would be most suitable for your lo- 
cation are these (enumerate 
them Is that correct? Judging 
trom what you have told me, you 
can either stay as you are with 
the volume of business you now 
have; you may through some econ- 


omy be able to get more profit from 
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your present volume; you may in- 
crease your present revenue 
through some changes in layout in 
the place; you may find another 
proposition which offers Some ot 
the advantages of the “ideal” prop 
osition we described; or you can 
think in terms of going ahead on 
the basis of what we have out- 
lined. Now which of these alterna- 
tives do you think would be more 
profitable to you?” In this method 
the salesman very frankly admits 
that there are other alternatives 
which no doubt have been passing 
through the prospect’s mind, and 
helps him measure them against 
his proposal by forcing him to 
select one and reject the others. 
If he rejects the proposal, he auto- 


matically must adopt one of the 


other and admittedly less desirable * 


alternatives 


5—The fifth method of closing is 
that of using the secondary ques- 
tion technique, but “supposing” a 
hypothetical consent or agreement 
on the part of the prospect The ef 
fect of this method is to put the 
prospect in a position where in his 
imagination he is already enjoying 
the profits of having your deal and 
is concerning himself with how he 
would like to capitalize on those 
benefits to the fullest 

6— The 


the development of areas of agree 


sixth method involves 


ment and isolating the points of 
difference In following this tech- 
nique the salesman will summarize 
the situation at the end of his sales 
presentation by referring to the 
specifications of the “ideal pack- 
age” which were developed in the 
early stages of the interview and 
then go on to point out how the 
particular proposal they have been 
discussing fits the specifications 
very closely. This will boil the dis- 
cussion down to one or two points 
of difficulty which can be thrashed 
out on a factual and mutually satis- 
factory basis in most instances 
Sometimes such a summary and 
comparison will bring in no objec- 
tions, but the prospect still doesn’t 
budge. The salesman must then use 


that situation as a leverage for fair 
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play on the part of the buyer and 
draw out from him any remaining 
objections which exist in his mind 

7—The seventh method of closing 
the sale is referred to by some peo 
ple as the “hurrah” techn que. In 
this method the salesman portrays 
in glowing terms the profit to be 
derived from the deal, the personal 
satisfaction the storekeeper will 
have from being “first” in his com 
munity to have this product for his 


customers, much in the same fash- 











ion as an automobile salesman will 
dwell in glowing terms on the lux- 
urious ride, the sense of power and 
the automatic transmission which 
the prospect will enjoy after he has 
This 
dramatization makes the prospect 


purchased his Jato Eight. 
use his imagination and get vicari- 
ously the emotional thrill and satis- 
faction of the deal. 

And, if these closing techniques 
don’t work, for heaven's sake, just 
ask the man to sign the order! 


FURNISHING A NATIONAL CREDIT AND COLLEC- 
TION SERVICE 


FOR THE BEVERAGE INDUSTRY) 


UNITED BUILDING + + + LOUISVILLE 2, KENTUCKY 


MEMBERSHIP 
EMBLEM 


A Best Seller 


tr 28 


years 





tigations and reports. 





AND IT’S KEPT 
UP -TO - DATE! 


THE 


29th 


ANNUAL 
EDITION 


is off the 
Press! 


write for your 
copy NOW! 


at your 
finger tips: 


@ Bottlers 

@ Breweries 
@ Franchises 
o 


Management 
Personnel 


Years of 
Operation 
Paying Habits 


Butterins are issued at regular intervals throughout the year 


listing additional information developed from thousands of inves- 








Contests 


Same 
saime 


Orie 


istomers 


products 


Wi 


the 


selling 


ontest 


st 


We 


? 


«if 


are 


1 


monotony 


enthusi 


ties 18 


to 


speaking 


t 


i contest in which consumers pat 


There is nothing original 


in the idea of a salesmen’s contest 


They used by firms 


fact, 


are constantly 


large some bey 
the policy 
after the 
There 


the 


and small-—in 


age companies follow 


ft staying contest 
the 


specialize 


one 


other throughout vear 


ire firms which in 


ot materials, 
all 


and publishing extensive cata- 


preparation contest 


supplying promotional litera 


ture 


log of merchandise Few 


prizes 


bottlers operate on a scale large 


enough to justify the expense of a 
how- 
little 


vou 


ready-made contest program, 


ever, and it requires only a 


Ingenuity to arrange one of 


wi 


some sales managers regard the 


contest as a means of spurring 
routemen on to greater efforts, 
the assumption 
should be driven 


This attitude 


pro 
that 


ceeding 


on 


sulesmen rather 


than led generalls 


Keep Sales M-o-v-i-n-g 


resented by the men, and can re- 


The 


results 


morale 
better 


sult in a lowering of 


sales contest brings 
by providing incentives for aggres- 
sive and constructive efforts aimed 
at some definite objective 

The 


does not necessarily 


objective of a sales contest 


have to be an 


immediate increase in volume 
When salesmen are put under pres- 
to added the 


apt to be an overload- 


sales, 


produc e 
net result 


ot 


is 


ing dealers, which can have an 


adverse reaction It better to 


Is 
adopt an objective which paves the 
for sales. For example, a sales 


be 


placement 


way 


contest ¢ aimed at better and 


of 


an 


wider display = ma- 


terials, introduction of a bev- 


ol 


new 


erage, Improvement service, 


opening of new retail outlets, or the 
carrying out of some 


such 


other words, 


promotion 


as a premium campaign. In 


constructive selling 


Is 


a better objective than quantity 
selling 

When staging a contest, it is well 
that 


to remember enthusiasm can 


not be maintained for long periods 
of the 
specified in 
be 


usual 


of The duration 
should be 

should 
The 
is thirty to sixty days 


time pro- 


yram ad- 


vance, and not for too 


long a period duration 
A yood com- 
promise is six weeks. If it is deemed 
necessary to continue a sales drive 
for a longer period than this, bet- 


ter results are achieved by staging 


two separate contests, with an in- 


terval of a few weeks between 

Many salesmen’s contests are or- 
that the 
decided practically in 
This to be 


scoring the basis 


ganized in such a way 


Winhers are 


advance Is apt true 
ot 
per- 


Salesmen know that there 


when is 


on 


sales increases in dollars or 


centages 
Is ia 


difference in routes, and they 
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Aboard the world's great ocean liners 
Mt urel MulelteMe(\2 Mil Macluiliolamelile| 
safety of hundreds. At Brockway... 
the entire output of glass containers 
which guard the taste virtues, and 


appearance of fine foods and beverages consumed 


by millions...is assured an unsurpassed quality by 


design and production methods exclusive with us. 


PRESCRIPTION 


FOOD + PROPRIETARY « PHARMACEUTICAL 
CARBONATED BEVERAGES + BEER + LIQUOR \ PN r 0 H W 4 y 
a COMPANY, 1NCORPORATED 


BROCKWAY, PA. LAPEL, IND. MUSKOGEE, OKLA. 
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also know that the older and more 
experienced men in the organiza- 
tion have a decided edge over those 
who have been with the company 
for shorter periods of time. Unless 
the contest is set up on a_ basis 
Which offers equal opportunity to 
all, some of the route salesmen may 
yet discouraged and give up before 
they reach the half way mark. This 
can be avoided by using the handi- 


capping system in scoring 


BEV-FOOD Combi 
nation 6-case bever 
age cooler & 644 cu 
ft. food refrigerator 


Merchandise awards are usually 
preferable to cash prizes. There are 
several reasons for this. Salesmen 
are apt to consider cash awards in 
the category of bonuses, and con- 
clude that the company can afford 
to pay them anyway. There is also 
the fact that differences between 
various sums of money are more 
than between 


evident articles of 


merchandise, and there is the 


danger of resentment on the part 


22-case BEV-GIANT 
with both shallow 
end deep cooling 
tonk 


MANUFACTURING CORPORATION: 


“Quality Products for Over a Quarter Century” | 


1125 East Kibby St. 


Please send literature and prices on 
Bev-Cooler () Bev-Food 


|NAME 

FIRM 
‘STREET 

iCITY & STATE 


78 


C) Bev-Master 


Lima, Ohio, U.S. A. 


OD Bev-Giant 


! 
' 
J 
' 
' 
‘ 


6-case BEV-COOLER 


of those who are unable to earn the 
top prizes 

Merchandise prizes can usually 
be purchased on a wholesale basis, 
enabling the bottler to offer greater 
value in proportion to actual out- 
lay. Tangible prizes are taken home 
to be shown to friends and families, 
Whereas cash is merely deposited or 
spent. There is another advantage 
in that merchandise prizes can be 
purchased in advance and displayed 
during the duration of the contest 
as incentives to greater effort. 

It is a well known fact that men 
will strive 


harder for individual 


recognition than for money, and 
some bottlers have gotten excellent 
results by giving token prizes, and 
honorary certificates to reward the 
winner of contests. Insurance com- 
panies, for Instance, give gold en- 
yraved merit cards, which are car- 
ried in the pocket book or wallet, 
and we know of a large financia! 
house which got better results from 
the sales force by giving gold 
fountain pens, which were present- 
ed at an annual banquet, than by 
giving cash bonuses of greater 
value. Some method should be de- 
dramatizing the contest 
Football in the fall, basketball in 


the winter, baseball in the spring, 


vised of 


offer good seasonal themes, while 
mountain climbing, military cam- 
offer 


possibilities for dramatization at 


paigns, obstacle races, etc., 
any time of the year. The important 
thing is to visualize the contest in 
such a way that day-to-day results 
bulletin 


can be tabulated on the 


board, or on a special scoring de- 
vice. Some bottlers follow the prac- 
tice of mailing promotional litera- 
ture and score sheets to their sales- 
men at their home addresses dur- 
ing the contest, to stimulate the 
interest and support of their fam- 
ilies 

Sales contests are definitely bene- 
ficial, provided that they are. or- 
ganized in such a way that adverse 
reactions on the part of participants 
Like all 


other sales promotion activities, it 


or customers is avoided. 


is not so much what you do, but 


how you do it, that counts. 
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Get Your 


with full details of 
Liquid’s NO-RISK 
Booster Plan 
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with 
RED DIAMOND 


UNDER NEW GUARANTEED TRIAL-ORDER PLAN— 
Costs You Nothing Unless It Succeeds 


Here is an orange drink actually taste- 
proved by multitudes of buyers! It is so 
fresh and distinctive in flavor—sodown- 
right delicious—that customers seek it 
out and ask for it time after time. You 
can varify this yourself without risking 
a penny — through Liquid’s new TRY- 
OUT plan. YOU CAN'T LOSE! Backed 
by Liquid’s Money-Back Guarantee. 


Here's all you do: 

First—send for a free sample of ready- 
to-use syrup. Make your own taste test. 
After you have satisfied yourself— 
Then—send for your trial order of 8 gal- 
lons of Red Diamond Orange Juice Con- 
centrate, transportation paid. Let your 
experience decide. You must be satis- 
fied or there is no charge. 


Bottlers’ 


THE LIQUID CARBONIC CORPORATION oe 


Please send me liberal 
syrup sample of Red 
Diamond Orange Juice 
Concentrate, ready to 
bottle, plus full infor- 
mation on your 
money-back plan. 


Company Name 
My Name 
Address 


City 


3100 South Kedzie Avenue, Chicago 23, Illinois 





Co. of Rochester, N.Y was re 
cently elected to the Board of the 
Monroe County Fair Association for 
a three-year term. The Rocheste) 
Seven-Up development is headed by 
president of Gra M. L. Tipton Grapette Bottler 
Company, Camden, Ark., is Guy Ankerholtz of Hutchinson, 
one of the leading Aberdeen-Angus Kansas, is County Commissioner ot 
breeders in Oklahoma. Mr. Fooks Reno County. At an earlier stage 
recently purchased 28 top bulls and in his public service career, Mt 
heifers for on his newly estab \nkerholtz was sheriff of Reno 
lished 450- acre farm which is un County for 16 vears 
der the supervision o ) Hosea Wilson, well known Neh PRESENTATION 
Robert Frank L. Richardson, bottler of Danville. Virginia. w: William G. Zetzmann (left), New 
Orleans Seven-Up developer, re- 
cently presented the Thomas F. 


Cunningham Award to Gen. Rob- 
ert E. Wood. Chicago, chairman 


of the board of Sears, Roebuck 
‘Company. The trophy is given 
annually to the American doing 


the most the preceding year to 


t derstand bet 
AWigh Speed tans Weauy Duty ho Wedindl Wakes aad Baier fee 


erica. The Seven-Upper in 1945 


received the first Award. 
BEVERAGE MIXER Danville's new City Council. Mr 


Wilson was advanced to his posti- 


{ 


manager of the Seven-Up Bottling recently named vice-president 























tion following Danville’s adoption 
of a council manager form of gov- 
nment. In addition to being vice 
president of the City Council, Mr 
Wilson is actively identified with 
many other of Danville’s civic and 
fraternal organizations Ewell 
Gay, Vice-president and manager of 
the Coca-Cola Bottling Company of 
Adrian, Michigan, has been elected 
State Board of Directors of 
Michigan Division of the Amer- 


Cancer Society 


* Reasonably |! THOROUGHLY MIXES 
* Attractively UP TO 200 B. P.M. 


Styled 


* | uilt At last, here is a reasonably priced, high speed, heavy 
Ruggedly B duty Beverage Mixer. And of course, it has been 
* 100°o Thorough developed by P G R, famous for reasonably priced 
bottling equipment for more than 25 years 


* Sensible Design It is attractively styled, ruggedly designed. Mixes the 


heaviest syrups thoroughly by giving each bottle three 
* Assures complete turns from top to bottom. Plant proved, has 
Satisfaction unique, yet foolproof mechanism, that gives perfect 
mixing results every time 




















Vacation bound, Canada Dry 

Write , oa ee ra 
For Prices | etl rhe cy Ay ogee 
Today! P. O. BOX 1042 ATLANTA, GEORGIA ae ae eee oe 


Chas. Jacobowitz reign Representative shipboard is an old Ellis custom. 
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WN eveater Power ! Eight 


engines—with horsepower increases 
as high as 20°,. You'll enjoy the 
right power for your job! With ail 
their extra value, Dodge ‘*-Job-Rated”’ 
Trucks are priced with the lowest! 


WN interiors! Striking new, massive 


appearance—inside and out! Lower hood 
line for better visibility. Attractive two-tone 
cab interiors. New clear-vision instrument 
panel. New seat comfort. 


vet Extra Quiet Brakes! 


Another Dodge “first’’! Molded, tapered 
Cyclebond brake- lining. Practically elimi- 
nates squeal and grab. Extra-smooth, positive 
action. Extra-long life. Standard on trucks 
1!,-ton and up, except air brake models. 


ANOTHER DODGE EXCLUSIVE! gyrol fluid drive 
now available on 2-, %-, and 1-ton models. 


see the 


WO Easior Handling! 


Now, even sharper turning! More 
comfortable steering angle and 
easier-operating new worm-and- 
roller steering gears! You also get 
such proved features as cross-steering, 
wide front tread, short wheelbase. 


MORE THAN 50 BRAND-NEW 
IMPROVEMENTS. . . INCLUDING 


NEW! smoorner rive 

NEW! easter toavinc 

NEW! easier sab-weatHer STARTING 
NEW! crearer evectricat capacity 
NEW! easier-ro-reap instRUMENTS 
NEW! server visisiity in BAD WEATHER 


NEW! more erricient rus. pump 


NEw 
- DODGE» TRUCKS now on display at your DODGE DEALER'S 
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Big “TV Snack” Promotion 


Launched by Canada Dry 


Meal Time, or Party Time. This 
device of the central display as fo 
cal point with supplementary dis- 
plays of associated items dotted 
throughout the store was the main 
spring of last year’s successful 
drive 

The wide range of display ma- 
terial has been so prepared that its 
impact will be equally effective in 
all markets, whether reached by 
Canada Dry’s television show or not 
\ new and improved handi-pak car- 
ton will be used during the cam- 
paign, which will continue into the 
middle of March 

Mr. Brown urges retailers not 
to miss participation in this pro 


motion, saying “our experience 
These tie-in display cards put the “girl in red” on related items for 
ginger ale snacks and meals, and may be used anywhere throughout 
the store. Unselfishly omitting the Canada Dry name. they still carry out plus cases of ginger ale and related 
the overall selling power of the campaign theme through color and 
design. Other display pieces include bin flange signs, posters and 
counter cards. grated effort on a storewide basis.” 


shows we can practically guarantee 


items through this kind of inte 


mR, TAILERS of Canada Dry reported identical display will appear in color 
such success last year with the com page ads in Look and the Saturday 
pany’s storewide “TV Snack” pro Evening Post, and in Sunday maga 
motion that Canada Dry will launct zine sections and newspapers. On 
a Variation of the theme in a new four telecasts of Canada Dry's “Su 
February promotion, featuring the per Circus” starting February 18 it 
six-bottle handi-pak cartons will be brought to life with Mary 
r ale, and tying in related Hartline urging viewers to look for 
items of every kind her in stores 
Kingpin of the promotion ‘ High-profit related items in any 
compact floor display of fixed size part of the store may be tied in 
ind design, behind which stands a through liberal use of six different 
Mary Hart product display cards, which carry 


life-size color cutout of 


RE te a AS are 7 atlas ait hea ‘ee This Canada Dry carton display, 
line, the Canada Dry girl, inviting no mention of Canada Dry. some with its life-size figure of Mary 
purchases. Described by admanaget of these show the red-coated Hart- Hartline in a blazing red tunic, is 
. = a eas , ie Gea : the feature attraction in the com- 
W. S. Brown as “one of the mos ine figure perched on individual pany’s February-March campaign 
arresting displays seen in years,” packages of related items, while on 6-bottle handi-paks. It occupies 
; : \ ’ little floor space, yet has big 
this merchandising unit is trimly others are bin flange signs pro visual appeal. 
built on only six beverage cases. The moting the items for Snack Time, 
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FROSTIE 
DOES IT 
AGAIN! 





FEBRUARY FLASH 


The big Frostie Family is growing, 
g-r-o-w-i-n-g, GROWING! Each 
month we add the names of im- 
portant bottlers in various parts 
of the country. This month we 
salute the three organizations 
mentioned below. Welcome to the 
Frostie Family! 


* TruAde Bottling Co., 


Wilmington, Delaware 


* Kist 


Bottling Co., 


Greenwood, South Carolina 


* Lafayette Beverages, Inc., 
Manchester, New Hampshire 











It is not surprising that bottlers from all 
parts of the nation are joining-up with the 
happy and prosperous members of our 
thriving Frostie Family. It is because these 
bottlers know Frostie is BEST for them. And 
Frostie is BEST for you. It will pay you to 
look into Frostie'’s future-for-you right now. 
Just mail the coupon and our field repre 
sentative will be glad to answer your ques- 
tions without obligation 


FROSTIE 
OLD FASHION 


ROOT BEER 


THE 


FROSTIE CO., 


BALTIMORE 28, MD 


We'll be glad to have your field representative drop in to answer 


some 


of our questions 


NAME 


FIRM 


ADDRESS 


CITY 
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IN A BEVERAGE COOLER PROGRAM... 


Gethelvinator! 


seen 


Get In On This Program—Fill Out The Coupon Below! \«-. 
take this first step! Look into the only available complete 
Beverage Cooler Program. It’s Kelvinator’s plan with the 
most advantages for your specific needs. You can get a really 
attractive financing plan. Your dealers can own Kelvinator 
Coolers on the popular Meter Plan for only a few cents a 
day. No down-pay ments or lump sums to be collected. There's 
“right-at-hand”™ service, sales and finance assistance too, 
with Kelvinator’s nation-wide network of 44 distributors. 
You get all this, plus all the advantages of Kelvinator’s 
unsurpassed experience in building, promoting and selling 
top-quality refrigeration equipment! Act right now mail 


the coupon below! 





— 


Beverage Cooler Department, Nasu-Kecvina tor CoRPoRaTioNn 
14250 Plymouth Road, Detroit 32, Michigan 


Gentlemen: Please send me pricing information on the new Kelvinator 
Beverage Cooler. Also send me without cost or obligation your illustrated 


booklet “Bottlers’ Operating Guide™ containing information on how to 
sell, service and finance my own Cooler Program 


70 


Cut out coupon. Paste on penny post 
card and mail today! 


Mail this coupon today—and re- 
ceive by return mail this booklet 
crammed full of valuable informa- 
tion on how to sell, service and 
finance your own Cooler Program 


NAME 


STREET ADDRESS 


CITY 





_————7~ _ 
—— ae ee ee ee ee 
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Municipally - operated rec- 
Park Profits reational facilities in the 

larger cities are proving 

good soft drink vending 
sites. In Detroit, for example, some 20 cup and bottle 
machines are in use in these stops, and Louis J. Giffels, 
Supt. of the Public Service Division of Detroit’s Dept 
of Parks and Recreation told the “Cooler Corner” that 
commissions for the first 11 months of 1950 had 
amounted to $2,069.29. Contracts were awarded to 3 
firms on the basis of competitive bidding, with an 18° 
commission rate applying to nickel drink sales and 
12°, to ten cent beverages. The majority of the ma- 
chines are multi-drink cup units geared to dime oper- 
ation, and are operated by Spacarb Detroit, while the 
Coca-Cola Bottling Co. has spotted coin coolers, vend- 
ing nickel drinks, in Community Houses. Oasis Vend- 
ing, which uses Hupp cup equipment to feature Ver- 
nor’s Ginger Ale, has also installed some five cent 


vendors in these latter outlets 


Following its rise to a 
Dime Coin Cooler wholesale price of $1.20 a 
Conversion case, the Ponca City, Okla. 

Coca-Cola Bottling Co. had 
to make changes in its overall automatic merchandis- 
ing program. With ten cents the prevalent retail price 
for Cokes, the firm’s 250 Mills (Chicago), Jacobs 
(Detroit), and Vendorlator (Fresno) coin coolers were 
of the 
locations, where this equipment had been sold out- 


all re-geared to dime operation. In about 20¢ 


right, the conversion cost was split on a 50-50 basis 
by the bottler and the location, while the entire amount 
was absorbed by the plant of the remaining 80% 
which were rental units. Rent rates were also in- 


creased, and, as against the old charge of 2 cents 
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VENDOR AND COOLER NEWS 


@ PLACEMENT 
FINANCING 
MERCHANDISING 
MARKETS 
costs 
SERVICING 


NEW MODELS 


per case vended, this rate has been upped to 60 cents 
There is one major exception to this changeover, how- 
ever. In school sites, Coca-Cola did not raise the price 
of its beverage or its coin cooler rental, and here the 
drink is still dispensed for a nickel—a move that pro- 
duced plenty of favorable word-of-mouth publicity 
A. J. Bogard, who manages the Ponca City plant, 
notes that industrial sites have proven ‘‘most profit- 
able” for vending machines, while schools, gas sta- 
tions, and grocery stores follow in that order. Com- 
“T can truthfully say that 90% 
of my dealers are highly pleased with the raise. For 


ments bottler Bogard: 


a while, I was in doubt as to whether I would be able 


to hold my price rise while no other Coca-Cola around 


FAIR FEATURE 


As a tie-in with its penetration of the special events 
market, the Nehi Bottling Co. of Charleston, W. Va. 
starred a Refresh-O-Mat cup vendor in its display 
booth at the West Virginia Industrial Fair. Plant also 
had 3 more of the machines in key traffic areas which 
tallied a “tremendous” sales volume during the nine 
day event. 














me raised, but there is no doubt in my mind that I 
will be able to continue to sell at that price.’ 


National 
National Rejectors St. Louis 
N. Y. Branch 


Rejectors, Inc 
major manu- 
facturer of coin control de- 
vices and changemakers, 
has reorganized its New York service set-up. The for- 
mer National Rejectors Service Co. of N. Y. has been 
discontinued and replaced with a branch office in an 
idministrative change designed to strengthen the com- 
pany’s business relationships with its customers. Bot- 
in the East are now offered the same complete 
service available at the St. Louis home office. (National 


also maintains facilities in Chicago and Los Angeles 


Here’s the current govern- 
Post Office Vending ment policy on the installa- 

tion of vendors in post of 

fice buildings, as detailed 
to the “Cooler Corner” by Assistant Postmaster Gen- 
eral Walter Myers. The Post Office Dept. is currently 
giving consideration to such placements when it re- 
ceives a request from the local postmaster, with each 
application considered on its individual merits. Mr 
Myers explained that: “Where a blind person operates 
a vending stand in a Post Office Building operated by 


this Department, permission may be given such per- 


sons for the installation of vending machine of either 
the cup or bottle type at the stand of the blind operator 
in the lobby, and in the Post Office workroom, swing 
room, or other suitable location as determined by the 
Postmaster. Proceeds from vending machines operated 
by the blind will accrue to the stand operator, subject 
to the regulations of the State Licensing Agency desig- 
nated by the Office of Vocational Rehabilitation to 
supervise the operator and the stands.”’ However, in 
those cases where such stands are not operated by blind 
persons, Mr. Myers then notes that: “The postal em- 
playees, as a group or through a representative com- 
mittee, may handle arrangements for installing and 
servicing the machines in that particular building, 
subject to the approval of the Postmaster, and with 
any profits to be used for the general welfare activities 
of the particular building involved and not to accrue 
to any individuals.” Mr. Myers also added: “At the 
present time this Department is not giving considera- 
tion to the installation of vending machines for any 
type of merchandise except soft drinks.” 


Some insight into the vol- 
ume registered by the ABC 
(N.Y. 

drink vending operations 


ABC Vendor Volume 


Vending Corp. 


can be gathered from recent 1950 consolidated earn- 


ing reports made to the Curb Exchange. For the 43 





Yoo-Hoo 


CHOCOLATE 
BEVERAGE 





Makes 
Repeat Sales 


Year round profits are 
yours when you distribute 
Yoo-Hoo. For this deli- 
cious chocolate drink. 
served hot or cold, has 

the kind of flavor and 
quality that makes it a 
12-month favorite. 


Write for complete details of 
the Yoo-Hoo bottling fran- 
chise in your territory. 


| 
bAUTVRS Titty YOO -HOO CHOCOLATE PRODUCT 


i City National Bank & Trust Co. Bidg 
i Room 404, Hackensack, WJ. and Batesburg, S. C 








BULK 


BOTTLENECK 


your Troubles over. to TOTE SYSTEM, INC. 


TOTE System is the practical, economical and effi- 
cient answer to almost all bulk materials handling 
shipping and storage problems. Aluminum, 74 cu. ft 
TOTE* BINS, together with filling and discharging 
equipment, comprise the TOTE System. Eliminate 
contamination, deterioration, infestation, product 
loss through spilling, breakage and sifting, retain 
original product quality with TOTE! 


Pat. Off 


s 


Write for detailed information today! Dept. A 


MING. setrice vests 


*Registered U 
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weeks ending July 28, 1950, the subsidiary Allied Bev- 
Philadelphia ) 


totaling $1,076,587, and tallied a net profit of $60,582. 


erage Co chalked up cup drink sales 
Over in the New York area, the Apex Beverage Corp. 
grossed $542,065 and netted $17,877 for a period of 
30 weeks ending on the same date. Both Allied and 
Apex, which were recently absorbed by the parent 
ABC (See Jan. “Cooler Corner’) have well over 1,000 
> and 4-flavor Square (Chicago) cup machines on loca- 
tion. Much of this equipment is spotted in motion pic 
ture theatres where ABC has concession rights, 
though the firm also has routes in the N. Y. Subway, 
the Eastern Division of the Pennsylvania Railroad, 


Hudsor 
sites. No breakdown is available as to the 


Tubes, and several department store and 


actual number of drinks dispensed, as many of the cup 


machines are now geared to dime operation 


The impact of television on 
} motion picture receipts in 
Movie Market Notes 

those sections of the coun- 

try where TV is concen- 
trated has caused theatre owners to revamp refresh- 
ment concession policies in an effort to obtain more 
revenue from this “second boxoffice.” In the East, 
many houses of the RKO chains have upped cup vendor 


drink prices to ten cents, though a few in poorer loca- 


M 
PREMIUM 








COLAS 


20.2 
% 

















OUTDOOR LOCALE 


On the outskirts of sunny San Antonio, this Vendo 
coin cooler nabs nickels from both motel guests and 
sidewalk passers-by. 





tions remain at the nickel level. . The Butterfield 
circuit, one of Michigan’s largest cinema loops, has 
okayed the installation of 4-flavor Spacarb (Stamford, 
Conn.) machine for many of its theatres, with initial 
vendors going into the Flint and Pontiac territories. ... 
Down South the Wilby-Kincey Theatres, major Ala.- 
Tenn.-N. C. chain, is reported set to install and operate 
its own cup drink equipment The Loew theatres, 
which has Confection Cabinet servicing circuit-owned 
drink machines, is using an imprint cup plugging the 
circuit. . Trade circles look for some shifts in drink 
concession operations in the 436 house Warner chain. 


Federal divorcement proceedings will split control of 








wiNTER SELLER. ™ 


(Figures from recent survey of American News- 
paper Publishers Association.) 








ORANGE 
ROOT BEER 
16.2 15.7 


Yo %o %o 


























These figures are % of annual sales for months of December, January and 
February ...in other words sales for the coldest 3 months are almost as 


high as for the rest of the year. 


Isn't this worth investigating? 


Write, wire or call 





the company’s Hollywood production-distribution facil 
ities and theatre holdings, and the chain must sell a 
minimum of 54 (and possible as many as 81) houses 
within the next two years A current survey by 
Boxoffice, exhibitor trade publication, shows about 21% 
of the responding theatres’ gross income stemming 
from refreshment sales. Soft drinks accounted for 
9.5¢, of total snack sales, running well behind popcorn 


50.2 and candy (35.9¢ 
~ 


Having raised its wholesale 
Ups Price, Revamps 
Vending 12-0z. Pepsi-Cola and How- 


prices to $1.20 per case on 


el’s Root Beer and 95 cents 
on its Dodger flavors, the Watertown S. Dak. Bottling 
Co. followed through by revamping its vendor set-up. 
This plant, which uses Ideal selective coin coolers, had 
sold most of its machines to the outlets, with the bal- 
ance rented at 15 cents per case. Most of the dealer- 
owned units have now been converted to dime mecha- 
nisms, with Watertown Bottling charging the location 
vendors have been 


$10 for the changeover. Leased 


similarly yeared to ten cent operation, and while 
the cost on these was absorbed by the plant, rental 
rates were raised to 20 cents per case for these units 
Bottler G. A. Leonard also reports that his firm has 


} stops with ten cent vendors, where a 3-cent refund is 


is to INCREASE 
TRAFFIC —7 


4 
by offering a 
CHOICE of 
flavors —-~ 


to satisfy the 
appetites of 
more thirsty 


CUSTOMERS-7 is ry a 


Mode! 70 -8 


IDEAL -Seccctiuc’ VENDERS 


invite added traffic—they offer a choice of 
up to 8 flavors ... easily chosen, attrac- 
tively displayed and appetizingly clean. 

@ Only One Moving Part @ Counter-Balanced Lid @ Large Capacity 
Pre-Cooler @ Dry Cold @ Simple Easy loading @ Baked High-Gioss 
Enamel Finish @ “Manvalmatic’” Coin Unit and Changer Available 
@ Unique Package Type Refrigeration System @ 3 Models For Every 
Location. 


IDEAL DISPENSER CO. 
Dept. 113 BLOOMINGTON, ILL. 


made by the outlet to patrons if the empty bottle is 
returned immediately, and he adds: “We are urging 
this plan in grocery stores particularly.” On a volume 
sales basis, Mr. Leonard ranks gas stations, restau- 
rants, garages, and groceries among his better coin 


cooler stops, in that order 


From H. L. Polland, Direc- 
Chi Subway’s Drinks tor of Public Information 
Up & Hot for the Chicago Transit 

Authority (CTA comes 
word that Mechanical Merchants, Inc., which was 
awarded cup vending operating rights in the Windy 
City subway and elevated line stations, is in the process 
of adapting 25 machines for the sale of hot chocolate. 
These units are included in the 75 drink vendors now 
in operation in CTA stops, but while the cold drinkers 
retain a 5 cent sale price, hot chocolate is to be pegged 
at a dime. Under the original contract, Mechanical 
Merchants was to make a minimum concession pay- 
ment equal to an amount computed at the rate of 15 
cents per thousand passengers carried on the rapid 
transit system. With the advent of dime hot chocolate, 
a new “tentative” 30°, rate has been set on the sales 
of this product, and Mr. Polland notes that: “This rate 
is subject to upward adjustment if such seems equit- 


(Continued on page 9: 





BOTTLERS —Eliminate 


Conveyor Chain Problems! 


USE 


“CONADE” 


The only scien- 

tifically blended, 

neutral chain 
lubricant. 


“CONADE” WON'T 
GUM e BUILD-UP e SETTLE OUT 


“Conade" is triple action — cleans, disinfects and 
lubricates — in one operation. Not a soap. Will not 
become rancid. It is a rust inhibitor. 


THE PROOF IS IN THE USING — why not let us show 
you how "CONADE" will solve your Conveyor Chain 
Problems — Write — Wire. 


Now Used by Leading Bofttlers 
SUPERIOR CHEMICAL PRODUCTS 
INC. 

Dept. NB, 123 W. Madison St., Chicago 2, Ill. 


A tew choice territories open for representatives. 











National Bottlers’ Gazette 





» What ails your 
GINGER ALE? 





Here are 3 Virema DARE 


prescriptions! 


EXTRACT CO., tac. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 
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MARKUP AND PROFIT IN THE SOFT 
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DRINK INDUSTRY 


Phone, wire or write 
ALFRED Y. MORGAN, President 
White Rock Corporation 


One Park Avenue New York 16, N. Y. 


Telephone: MUrray Hill 4-3210 


Move ahead with 


February, 1951 


White Rock in 195] 





ARKLING watt 


yrA— 
~SIVE WHITE ROCK MINERAL Fos 





(COOLER CORNEK—Continued from page 88) 


able when records are available from sales over a trial 
period. The amount of commissions payable on hot 
chocolate sales will be added to those paid on the sales 
of soft drinks in determining total commission re- 
quirements as compared with the minimum require- 
ments. We are hopeful that the sales of these hot bev- 
erages will offset in a considerable measure the decline 
in soft drink sales during the cold weather months.” 
During warm weather, the hot units will be switched 
back to 


price 


vending refrigerated beverages—at the nickel 
* 


After trying both selective 
Single-Drinkers and one-brand coin coolers 
Preferred in his Columbus, Nebr. ter- 
ritory, Con H. Keating, 
owner of the Dr. Pepper Bottling Co. has decided that 
the single-drinkers are best suited to his automatic 
merchandising program, noting: “We find our volume 
better with an exclusive Dr. Pepper vendor than we 
do with a multi-vend machine.” Bottler Keating ranks 
factories and schools as his best vending locations “‘by 
far,” and has all of his SelectiVend (Kansas City) and 
Atlas (St. Louis) machines, with the exception of two 
that were sold, out on a rental basis. A 20 cent per 
case rate is applicable to such outlets, though this fee 


is halved to a dime for school sites. Typical of sales in 


KIST COIN COOLER 


Year-round volume is produced by vendors in such 
industrial stops as this Lancaster, Pa. foundry, where 
workers find the coin cooler a handy source for a mid- 
shift pick-up. Unit is one of a route of Ideal (Bloom- 
ington, Ill.) selective machines placed by the Kist 
Bottling Co. 








CROWNS 


..-As You Need Them! 
...- When You Need Them!... 





PENN has been servicing the 
ndustry with Precision-made 
brightly lithographed 
CROWNS for more than 20 


years 


Need delivery in a hurry? Need special 
decorations? — Stock designs? — Just call. 
We also manufacture metal screw caps from 
18mm up to 89mm 


Penn Cork & Closures, Inc. 
Evergreen 9-4416, 7, 8 and 9 1155 Manhattan Ave., Brooklyn, N.Y 














factory stops is the record of a single-drinker in a 
local construction shop, which moved 95 cases of Dr. 
Pepper within a recent 30-day period, with the machine 
flanked by 2 rival coin coolers. Comments Mr. Keating: 
“We have over half our vendors alongside of No. 1 
brand drinks, and we are outselling some. In fact, in 
one instance, an outlet took out the other vendor and 
purchased ours for cash.” 


Why Pay Extra 
Money For Your 
Insurance? 


You can save 15% to 40% of every dollar 
you usually pay for your policies by insur- 
ing with other bottlers now using Dodson 
specialized service. 


You get SAFE protection suited to your 
particular needs, and ALL POLICIES are 
NON-ASSESSABLE. 


In 50 years of service to the Bottling In- 
dustry we have returned more than $13,- 
500,000 in cash savings on Insurance 
Premiums. 


Ask about our lower rates for Fire Insur- 
ance on good bottling plants. 


BRUCE DODSON & COMPANY 


28th and Wyandotte « Kansas City 10, Missouri 
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As more and more cup ma- 
Re-Scale Cup 
Commissions 


chines go to the ten cent 
drink, commission rates are 
being re-examined. While 
it Was once standard to offer the location 50°; of the 
vendor's gross, rising labor and automotive costs have 
compelled operators to re-scale this figure. Typical of 
the sliding scale being offered in one area is 40°, on 
the first $200 registered by the machine per month, 
and 50¢; on the balance over that figure. To offset any 
seasonal declines, the commission drops correspond- 


ingly, i.e. 35% on sales over $150, ete. 


* * x 
During an annual Rodeo 
a and noandap held in Dub- 

lin, Texas, local merchants 

participated in a parade 
that includes vehicles representing their businesses. 
Spotting a coin cooler and two “patrons” in a truck, 
owner-manager Grace Lyon of the Dr. Pepper Bottling 
Co. took advantage of the pportunity to show off the 
SelectiVend S-48 vendor which she has been installing 
in this territory 


Up in Saco, Maine, the Seal 
, . Rock Orange-Crush  Bot- 
Multi-Shift Factory Stops eae ge testi m 

tling Co. has found indus- 
trial locales to be well- 


d to cup vendors, and bottler F.M.X. Cote points 


YF ectly 
AMERICAN 


S"ERLOCKING pRE-ASSEMBH 


PARTITION 


© Speed up case loading. 

© Reduce breakage. Minimum bottle 
movement 

® Low cost per trip. Re-usable 

® Save labor costs. 

® Save shipping weight over wooden 

® Save overall case size. 


| ® Help point-of-sale display. Cleaner, precision 
die-cut, water repellent. 


me/sucam 
PARTITION CORPORATION 


3043 N. 30TH ST. UPTOWN 3-5100 MILWAUKEE 10, WIS. 
Eastern Plant and Sales Office: Bound Brook, New Jersey 
Bound Brook 9-3100 
Western Representative: Seaman Heymes Co. — Exbrook 2-3244 
Merchants Exchange ing, San Francisco 4, Calif 
Midwest Sales Representative 
767-72 Milwaukee Ave.. Chicago 22, Ill. — Monroe 6-1962 
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out that “factories operating on 2 or 3 shifts are very 
profitable.” This plant, which also spotted a number 
of selective bottle vendors in the area, utilizes cup 
equipment where the volume of traffic justifies an in- 
stallation. With the bulk machines serviced by a route 
supervisor, the company uses 3-flavor 600-cup Colespas 
(Chicago), geared to nickel operation, and features its 
own Seal Rock flavors 

* + 

Charles H. 
formerly headed the Na- 


Lipton, who 
In The Vending Chute i BN Male 

tional Rejectors Service Co. 
of N. Y., has assumed ac- 
tive control of the Self-Lok Corp., producers of a line 
of coinbox units, conversions, and vendor parts, and 
is also offering a consultant service to vending machine 
Pepsi-Cola Bottling 
C. has spotted a considerable 


manufacturers and bottlers. 
Co. of Washington, D. 
number of dual-flavor Vendmaster (Wichita) coin cool- 
ers around the Nation’s Capital. ... Welch Grape Juice 
Co. is getting production ania way on its 2-flavor 
600-cup unit, which dispenses grape and apple juice 
Thomas A. Buckley, who 


has an extensive background in the refrigeration field 


from frozen concentrates. .. . 


and a former president of Buxton, Inc. (Springfield, 
Mass.), has been named vice-president in charge of 
sales of the Vendo Co. (Kansas City), major manu- 
facturer of vendors and coolers for Coca-Cola _ bot- 
tlers. 


ACCURATE 
Bottle Count 


prevents 
LOSSES 


Model 6-HF-4-1 
Bottle Counter 


Know total bottles produced against cases 
delivered! Know breakage points on the line! 
Complete details in Catalog No. 51 


Call our nearest representative! 


DURANT MANUFACTURING COMPANY 

1920 N. Buffum Street 120 Orange Street 

Milwaukee 1, Wisconsin Providence 3, R. |. 
Representatives in Principal Cities 


% 
PRODUCTIMETERS 


SINCE 1879 





Modern Methods Spell Efficiency 


With a new plant addition incor- 
porating many advanced engineer- 
ing features, Coca-Colc Bottling Co.. 
Indianapolis, Ind., is smoothly pro- 
ducing 1.200 bottles per minute with 
a minimum of manpower. Now op- 
erating with five sixty-spout Liquid 
lines, there is room for two more 
similar installations. All lines are 
completely Liquid-made. and _ in- 
clude double-decker 32 wide soak- 
ers, compressors, coolers and car- 
bonators, spinner mixers and two 
R. C. A. electric inspection “eyes.” 
Standard-Knapp case loaders and 
unloaders are also used. 





The massive water purification in- 
stallation completely filters and 
standardizes the quality of the 
water, with the result that every 
bottle of the 72,000 produced hourly 
is exactly the same as any other. 





Part of the 340,000 square feet of 
cperating space is occupied by this 
efficient laboratory. which main- 
tains a constant check on ingre- 
dients, carbonation. fill, bottle wash- 
ing and bottle sealing. 
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Filled bottles go through a divider 
for insertion into the R. C. A. elec- 
tronic inspection machines and then 
into the transfer unit. which lowers 
them to the basement. Here, the 
bottles are deposited onto convey- 
ors that feed the case packers. 


——_——_—_—__—_—__> 


Truck loading is managed from 26 
conveyor-equipped docks. 80° of 
the day's production goes directly 
on the trucks from the bottling lines. 
Company operations require a field 
force of 65 salesmen. but it operates 
93 trucks, the extra 28 facilitating 
uninterrupted loading. 


ns 


Cases are automatically unloaded. 
and while the bottles are conveyed 
to the big washers, the cases are 
mechanically cleaned and returned 
to the packer. where they are again 
automatically filled. All these oper- 
ations take place on the basement 
floor. 265 employees run the big 
plant, whose officers are J. S. Yunc- 
ker. president; R. E. Reed, secretary- 
treasurer: F. C. Severns and F. W. 
Dickson, vice-presidents. Among the 
features of the plant not yet men- 
tioned are filtered air in the manu- 
facturing section and locker rooms, 
all services in a pipe tunnel, and 
caustic pre-dissolving equipment. 
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at less cost 


from the same bottling line 


More — Because it’s gentle — The Ermold 
Automatic Unpacker handles bottles gently, thus 
minimizes hidden damage to glass . . . cuts rejects 
or broken bottles at the end of the line . . . reduces 
stoppages. As a result, the highly efficient Un- 


packer makes possible more finished packages. 


Less cost because it is easy to operate and 
maintain. Ermold Automatic Unpacker starts and 
stops automatically to keep the washer loader filled 


. resulting in more continuous production. 


Safe — Fully automatic safety devices not only 
protect employees, but also prevent damage to 


bottles, cases and the machine itself. 


Fast and flexible — The Ermold Unpacker 
automatically loads washers up to 12 cases per 
minute. Accepts all split to quart standard bever- 


age and beer bottles in full or half depth wooden Find Out how you can boost production from 


y ) » > Py ‘ > > ow ot > 

and two or four flap fibre or corrugated cases. . . your present bottling lines and reduce bottle 
ath breakage with the Ermold Automatic Un- 

with or without inner cartons. The efficient Un- packer. Ask your Ermold representative for 
a detailed analysis of your operation. Write 


packer can be installed in any position at the wash- or call today, 


er... or away from it, if space is limited. 


EDWARD ERMOLD COMPANY 


652 HUDSON STREET, NEW YORK 14,N. Y. 
OFFICES: BOSTON * CHICAGO + CLEVELAND * LOS ANGELES * MONTREAL © ST. LOUIS * SAN FRANCISCO * TORONTO * MEXICO + CUBA * ENGLAND 
FOUNDED 1880 + Famed for Labeling Leadership for 70 Years * \NCORPORATED 1911 
«139 
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Coke “Substitutions” Hlegal 


CURRENT PRICES 
BOTTLERS’ INGREDIENTS 


Sidney Goodman, a_ restaurant 


owner charged with substituting a 


product other than Coca-Cola in 
answer to orders for Coca-Cola, 
when he operated the Triangle 
Luncheonette, was enjoined in a 
consent decree, December 26th in 
Philadelphia 

Judge Thomas J. Clary handed 
down the decree in the United 
States District Court for the East- 
ern District of Pennsylvania. 

According to the decree, it falls 
under judicial ban to deliver to re 
tail consumers, without explana- 
tion, a beverage other than Coca- 


Cola on calls for that product. The 








HIGHER 


Chemical 


Vanillin, ex eugenol 


Jotanicals 
Ginger, African 
Jamaica, No. 1 
y ») 


WO. S 
) 


No. 


Flavoring Oils 
Almond, artificial 
Bergamot, natural 
Cinnamon, leaf 
Clove . ; 
Citronella, Ceylon 

Java re 
Geranium, Algerian 


Bourbon 
Grapefruit 
Lemon, Italian 
Lemongrass 
Lime, distilled 
Mace oe 
Nutmeg 


Vetals 
Tin, straits 


Siru ps 


Corn 


LOWER 


Botanicals 


Vanilla beans, Bourbon 


Mexican cuts 








defendent was ordered to pay the 


court costs 


TABULATED PRICES 

FOLLOWING are the latest and most accurate market quotations obtainable. 
Special attention is called to the indented paragraph next following: 

NOTE.—The prices given in the following bottlers’ ingredients market re- 
ports are for bulk quantities in original packages. Retail buyers cannot reason- 
ably expect to get small quantities at the figures here quoted, as there are 
various charges to be added, which often greatly augment values before whole- 
sale dealers or jobbers stock goods. 


Dr. Pepper Schedules 1951 
Bottler Meetings 

The Dr. Pepper Co., Dallas, has 
announced the schedule for the 





1951 series of Dr Pepper bottler- irticles r Articles 


meetings. Altogether, six meetings 
at ACIDS Quassia Chips 
will be held in as many cities. The Acetic. U. S. P , 
le: Benzoic, U. S. P 
schedule: Citric grandular, fine ROOTS 
= . randular, carlots 
Dallas, Texas, Feb. 8; Birming- ‘aves ia 
10,000 Ibs., 1 delivery s to 
small lots . ) : to 


Ginger—African 
Jamaica No. 1 
Ginger, Jamaica 


ham, Alabama, Feb. 10; Washing- 


ton, D. C., Feb. 12; Chicago, I were | ae Soe No. 3 


. . . 3 Nigerian, split 
linois, Feb. 14; Kansas City, Mis- Sarsaparilla, Hond 
; Mexican : 
souri, Feb. 19; and Los Angeles, Tonga . 
; 4 CHEMICALS 
California, Feb. 22 Alcohol—Ethy! FLAVORING OIL— 
lax-paid ‘ Almond—aArtificial 
Tax-free ..gal ‘ Anise, Lead free U.S.P 
Bergamot—Natural 
Synthetic ieee 
Birch Tar—Crude 
¥ Rectified néeeas 
Alkaloid ‘ . 3 t 5 Cassia, Redis'd, U.S.P. 
Coumarir ; 5 ' : Cinnamon, bark oil 
DDI os 2 » 50 Leaf oil “ 
Glycerine, USP Citronella—Ceylon 
Lithium Bromide : 2.10 o 2.3 Java . 
Magnesia Carbonate oo eee ves 
ae Se Geranium—aAlgerian 
Pyrethrum concentrate Bourbon .. 
Turkish 
; Ginger 
Soda Benzoate Grapefruit 
Bicarbonate, U. § Juniper, Berry Oil 
Powd : : 2.7 Lemon—Italian 
76° Californian 
Lemongrass 
Lime—Distilled 
Expressed 
Mace 
. Nutmeg ae 
Ascorbic Acid Orange—distilled 
3 Expressed, Brazilian 
Nicotinic acid Californian 
Nicotinamide 2 ; Florida 
Riboflavin (B, G) ¢ 2 Italian 
DECALS PROMOTE NU-GRAPE rhiamin Hydrochloride West Indian Ib 
. 7 (B,) Kilo 
Implementing its comprehensive 
point-of-sale advertising cam- 
paign. the National NuGrape 
Company. of Atlanta, has made 
a series of decals available for its 
franchise bottlers. Prepared by sedi 
Palm, Fechteler, decal manufac- Rock Candy 
turers of N.Y.C., the decals will Simple 
also be used to promote Suncrest. MISCELLA NEOUS 


another National NuGrape prod- Kola N _. ove ‘ , : SUGAR ' 
Lemon Peel t of Cane, Granulated 
uct. Orange Peel—Bitter 3 ) Beet, Granulated 
Sweet ‘ 5 > 7 Sugar Coloring 


METALS 
Crown Caps, plain ..gross 
BOTANICALS Decorated ‘ gross 
Tin, Straits vououn 
SIRUPS 
Corn, 42 degree 
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RECEIVING © PROCESSING © STORAGE @ DISTRIBUTION 


98 


Tow Motor has worked out a new “formula” that treats the most delicate 
bottle as gently as a baby—and in 50-case lots at a single move! 

The new Towmotor Hydraulic Bottle Case Clamp, combined with 
Towmotor Mass Handling, safely speeds handling of 1200-borttle loads — 
with breakage eliminated. In one operation alone, loading trucks, Tow- 
motor reduced handling time from 3 hours to 5 minutes. 

In warehouses, too, cases of bottled goods and raw materials are stacked 
swiftly and easily right up to the ceiling . . . with absolute SAFETY 
the Towmotor way! 

The Bottle Case Clamp, actuated by a 2-way hydraulic cylinder, firmly 
clamps cases into a compact load. In one of America’s largest soft drink 
bottling plants, breakage from handling was reduced from thousands 
of cases annually to less than one full case a year 

For complete details on cost-saving Towmotor efficiency, write Tow- 
motor Corporation, Div. 63, 1226 East 152nd Street, Cleveland 10, Ohio. 


TOWMOTOR 


THE ONE-MAN-GANG 4TH NATIONAL 


FORK LIFT TRUCKS 
and TRACTORS 


[EXPOSITION _ 


NTERNATIONAL 
AMPHITHEATRE 


CHICAGO APRIL 30-MAY 4 


1951 


Idaho Bottlers’ Association 
Elects New Officers 

W. E. Bogard, Inland Coca-Cola 
Bottling Co., 
president of the Idaho Bottlers’ 
Association at the recent annual 


Boise, was elected 


meeting of the group in Idaho 
Falls 

Robert H. Rust, Old Faithful 
Beverage Co., of Idaho Falls, was 
re-elected to the vice-presidency, 
and Arlie Johnson, Seven-Up Bot- 
tling Co., of Boise, was re-elected 


secretary-treasurer 


N.Y.—N.J. Service Club 
Elects New Officers 


Kenneth L. Stelter, Virginia 
Dare Extract Co., was elected pres- 
ident of the N.Y. and N.J. Bottlers’ 
Service Club, at the monthly meet- 
ing of the organization, January 
ith in New York City. Other new 
officers are: 

Vice-Presidents John Keller, 
Arthur 
Lawson, Bond Crown Co.; and Ira 


Owens-Illinois Glass Co.; 


Parnes, Refined Syrups Corp. 

Secretary Robert Snow, Ameri- 
can Bottler. 

Treasurer Joseph Greenberg, 
Salient Flavoring Corp. 

Directors—Dan Burns, Bottling 
Industry; Andrew S. Torter, H 
Kohnstamm, Inc.; M. E. Levy, 
Geller-Balze Co.; and Sol Bendow, 
United Bottle Co. 


QO. C. Thener Re-elected 
As B-1 President 

At the recent Annual Stockhold- 
ers’ Meeting of the B-1 Beverage 
Louis, Mo., the fol- 
lowing elected : 
Oliver C. Thener, James E. Darst, 
Paul M. Gerwitz, Jr., Dr 


Company, St 


Directors were 


Andrew 


OLIVER C. THENER 
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G. Klein, John J. O'Toole, all of St. 
Louis, and James C. Lee, Sr., of 
Birmingham, Alabama 

Mr. Thener was re-elected Presi- 
dent; Paul M. Gerwitz, Jr., Secre- 
tary; Dr. Andrew G. Klein, Vice- 
President: and James E. Darst, 


Treasurer 


177 Cities Have Over 
25,000 Population 

The number of U. S. cities and 
other incorporated and unincorpor- 
ated places with over 25,000 popu- 
lation increased from 397 to 477 
trom 1940 to 1950 

The population count in the 477 
cities, according to preliminary fig- 
ures from the 1950 Census of Pop- 
ulation, totaled 61,425,669, repre- 
senting a gain of 8,676,670 or 16.4% 
over the 1940 total of 52,748,999 
people living in places of this size. 

The Census Bureau also has re- 
ported that the number of cities 
with 100,000 persons increased 
from 92 to 106 in the decade 

Most of the places that grew in- 
to the over-25,000 class were in 
the South and West. In the West 
alone there was a gain from 45 to 
64. Nine of the cities that entered 
the over-100,000 class were in the 
South 


¥ 


ns 2 [rari 


NEITHER CAN SOFT DRINK ‘ 
SALESMEN - HOW asouT 


YOUR ADVERTISING PLACEMENT? 
DOES ADVERTISING PAY? 


Its idea of using pictures of “Pin- 
Up Girls” to stimulate the interest 
of routemen in the basic funda- 
mentals of selling is clicking so 
well, the Grapette Co. has pre- 
pared several new photographs 
for bottler distribution. Bottlers 
post the photos on bulletin boards, 
and sales personnel are expected 
to take note. (P.S.—They do!) 
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BOOKKEEPING 
TAKING TOO MUCH TIME? 


Simplify Your Accounting With 


V Ih f _ 5 


Bottlers’ Daily Accounting Forms 


NO EXPENSIVE INSTALLATION COSTS 


Hundreds of bottlers today are enjoying better financial control over their business . 

. with National's Simplified Bottlers’ Daily Accounting 
Forms. Designed exclusively for the bottling industry and constantly improved in the field, 
they are easily used by employees with no bookkeeping or accounting experience. There is 
no installation expense, nor does the changeover to the National system take any of your 


with less help . . . at lower costs . 


employees’ time. The forms are classified in two main groups: 


GROUP |. These forms comprise the famous, simplified National System. Where 
necessary, column heads are specially printed to accommodate the products you 
sell. 


Form No. DESCRIPTION 
101 Unloading Ticket 
102 Loading Ticket 
103 Daily Settiement Sheet 
104 Daily Sales Summary 
105 Daily Cash Record 
106 Inventory—Full Goods and Empties 
107 Daily Production Chart 
108 Material Inventory 
109 Record of Telephone or Office Orders 
121 Petty Cash Slip 


GROUP Il. These are stock forms, equally well suited to use with the National 
System or any other. 


Form No. DESCRIPTION 
110 Mileage and Checking Chart 
WW Route Sheets—Blue (For Dealers) 
112 Route Sheets—Green (For Prospects) 
113 Cup Machine Survey 
114 Fountain Fixture Survey 
119 Route Sheet Binder 
120 Survey Analysis 


FREE EXAMINATION ... WITHOUT OBLIGATION 


Write TODAY for the amazing facts on National's simplified daily accounting. We supply 
you with a free analysis of your annual requirements and samples, and prices, of the forms 
you will require. And remember with the National system you not only simplify your daily 
bookwork, you will also have records that permit the easiest possible monthly analyses and 
annual tax and profit-and-loss statements 


Be sure to follow ‘Simplified Accounting For Bottiers'’ by Robert Curtis of National Business 
Forms Co., continuing in this month's National Bottiers' Gazette. 


Ve fiona [ 


BUSINESS FORMS CO. 
NOT INC. 
53 W. JACKSON BLVD., CHICAGO 4, ILL. 








Practical BOTTLER’S Choose 
Practical... Low-Cost BOTTLING EQUIPMENT 











CASE PRINTING MACHINE 
PRINTS 250 CASES PER HOUR 











cases neatly printed at a frac- 

e cost of hand stenciling. O 
mon ¢ ases per hour 
Simp! rugged nothing to get 
ut of order 


CLEANS EASILY ... QUICKLY... 


— Fowler's CASE PAINTING MACHINE 
Easily Paints 650 Cases Per Hour 


etinwhian. eeaunen Conveyor chain carries cases up to spray gum. Cases then make one complete 


other foreign par- 
ticles and rejects 


Mega pore revolution on a patented contour cam designed to keep both sides and ends 
noted, va ' e . 
oaleed aaa pe of case exactly 6 inches from gun as they revolve. Automatic start and cut-off 


gress of crowns per ( eliminates waste. Fool-proof, long-lasting. 


— hour—automatically 
ALL Foculer EQUIPMENT IS 
QUALITY BUILT... . ECONOMY BUILT 


with a Crown Hop- 

per Control, option- 
>) al extra equipment 
* 





Every item in the Fowler line is designed for long use with low initial cost and 


OTHER Fouler PRODUCTS 


COOLER PAINT REMOVER SYRUP PUMP 


extremely low maintenance cost. Hundreds of satisfied users would have 


nothing else. 
CASE REBANDER = 


EMPTY GAS DRUM SIGNAL 








WRITE TODAY Bottiers Appliance Co., Inc. 
for Information 
675 PULASKI ST. ATHENS, GA. 





| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
CROWN CLEANING MACHINE 
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DREW LUBE 


for UNINTERRUPTED 
CONVEYOR OPERATION 


Cleans while it lubricates 








DREW LUBE not only holds bottle breakage 
and conveyor break-down to a minimum... it 
also keeps bottles and parts sparkling clean! 


DREW LUBE—the most efficient and econom- Prolongs life of conveyor system! 

ical conveyor lubricant—gives super slippage Uniform film protects chains! 

and longer mileage, eliminates bottle and con- Lasts longer, goes further, saves more! 
veyor friction, assures smooth, trouble-free Ratards formation of entciancecltel 
operation. ® Won't clog dispensing lines! 

DREW LUBE DISPENSERS, famous for their ®@ Provides a linkage cushion... prevents jerking! 
“eye dropper” control, are available to users 
of Drew Lue. Call the Drew Man today or 
write for Technical Bulletin L-73. 


SPECIAL PRODUCTS DIVISION DREW 
E. F. DREW & CO., Inc. cmasaees 


@ Can be used in all types of dispensers! 


15 East 26th Street, New York 10, N. Y. 


CHICAGO e BOSTON @e PHILADELPHIA 
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Simplified Accounting #!!& «count is credited in the At tl ¢ of business 


ntinued from page ) amount of $1451.87. As of the be Jun ; h ing inventory 





ginning of business the following actual ! i brought for 
July 1, 1950 these entries are ward from June 29, 1950, and _ re 
reversed out of the ledger accounts corded nder * wand AM” pr 
This is accomplished by debiting paratory 
he Accounts Payable account wit affecting full goods, 
S1451.87 and crediting Advertising cases during the 
9e 


$92.75, Crowns $126.72, Truck Re 106, page 29 


6.75, Insurance £190.00, 


poses 
$50.00, Sugar $875.65, totals Indic t source 
and decre: 
we accomplish the same ing the i vy, making possib 
ily sixteen entries as 
compared with dozens of entries 
otherwise required in maintaining 


a purchase register together with a 
: Full Goods Inventory (AM) 
Gallons Fountain Syrup Added 
Normal bookkeeping is not intet Beverage “DO Returned = (Un- 
n loading Ticket No. 1) 


' a" t} it ; | ¢ Made (See Production Chart 
payment of these items are a dire Fiz. 107, p. 30) 


subsidiary accounts payable ledger 


rupted because disbursements 1 


charge to appropriate expense and 
" 1 Total 
cost accounts from. the daily cast 


L sed > 
record Sold (Loading Ticket No. 1) 124 


129 
Production Records — Inventory Book Balance 376 


Full Goods and Empties — 


nvento s t Fect ) Va 
Inventories are affected from va Net Shortage 
rious sources and, though unfo1 

: Actual Count 
tunate, generally are the most loose 
lv controlled. In too many instances 

ve been found the 
controls on a twenty 
nd while 
thousand d al i ‘ : a 
such that it appea will d F , extended 


Creditors Name Amt. For } f secondary importa al 4 ( y arrive a ‘ull Good 


Franchiser S$ 92.75 Advertising F controls are recom ory I mount of $502.60 
Jack Raymond , 1. } sul | are ll ‘ 1 ar “al extended a 


Company 126.72 


¢ 
Crowns 


‘ 
bee entoryv controls Ir eacl “st 
City Garage 66.75 Truck Repairs 

the basic cause for lack of 


L nited 
Mutuals 190.00) Insurance ) inventorv controls 
Cook and Co. 50.00) Auditing 


Sugar 


apparent magni 


65 Sugar mall i idequate inventory 


Industries 8 
Joseph sateguiz to assure reasol 


Barrett 50.00) Legal 


protection of investments In Inve 
Potal SEISL.87 tory. Further, proper inventories 
on a daily basis are vital as a means 
of knowing what you are doing 
terms of material used, produc 
sales and the results thereof 
This simplified system 
maximum o inventors 
the controlling fact 
n a daily basis 
rocedure is reduced to a m: 
routine posting of material 


beverages bottled: full goods ilso h roduc 


material empties % I t authori 








ONLY YESTERDAY when an air tiner looked like this 


7-Up was just an infant! 


TODAY it’s a household word 


throughout America... 


REG. U.S. PAT. OFF 


Phe Al/-Family Drink! 
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ot satisfying customers 


.GOOD 
BEVERAGE 


) 


THE PERMUTIT PRECIPITATOR ASSURES 
YOU OF LOW ALKALINITY AT ALL TIMES! 


Good beverage water with /ow alkalinity content is 
the surest guarantee of zest and tang in a drink. So 
make sure of satisfied customers and repeat sales of 
your beverage by making sure of the water that goes 
into it! 

Permutit has the equipment you need . . . equip- 
ment that will control color, odor, hardness, tur- 
bidity and alkalinity. 

The new 3-Zone Precipitator is more compact and 


T ‘ s . and . be . 
Neu design of this equipment 
gives easier maintenance, 
greater compactness— 
eliminates on-the-job assembly 


Water Conditioning — \, for Over37 Years 


PERMUtTIT 


a 


streamlined than ever before . . . and all internal 
mechanisms are factory installed, so no time is lost 
in on-the-job assembly. In one quick operation, 
Permutit equipment sterilizes the water, removes 
organic matter and turbidity, and lowers alkalinity. 
Then the water is polished by passing it through a 
Permutit Neutralite Filter. All taste and odor are 
removed by a Permutit Carbo-Dur® Purifier. 

Write for full information to The Permutit Com- 
pany, Dept. NB-2, 330 West 42nd Street, New York 
18, N. ¥., or to Permutit Company of Canada, Ltd., 
6975 Jeanne Mance Street, Montreal. 
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: yj DUMORE 
Li BOTTLE 
CLEANERS 


THE 
MEYER : 7 = ) 
SYNCROMETER 5 | Cut Costs 

with MEYER 


BOTTLING EQUIPMENT 
for more profit 








THE 
MEYER 
DEAERATOR 


MEYER DUMORE 
SYSTEM 


The Meyer Syn-Cro-Mix System automat- 
ically delivers a beverage that is always 
in the correct proportions and that is 
thoroughly mixed for uniformity, because 
every drop is always the same’’. You 
can use the Syn-Cro-Mix system for all 
kinds of carbonated syrups and for pulp 
drinks as well 

You produce a better beverage in a 
more sanitary way when you are filling 
bottles that are thoroughly clean with a 
product that is constantly uniform. The 
best way to guarantee this is to install the 
complete line of Meyer equipment—Meyer 
Dumore Bottle Cleaners, Meyer Oumore 
Fillers and the Syn-Cro-Mix System 

For complete details, write for BULLETIN 
SY126 


“i <> 
EYER” eae gaits DUMORE 
2-4  GEO.J.MEYER MANUFACTURING CO. | FILLER 
. 


CUDAHY, WISCONSIN, U.S.A. 











niinued from page / 





ant foreman or other 
responsible person. The amount sold 


is posted from the loading ticket 


making possible the computation of 
the book balance which is compared 
with the actual count at the end of 
day. Serious discrepancies in 

vy are immediately detected 

Also, the value of 


nvestigated 
daily information in terms ol 
as related to good manage 
without question, incom 


irther, if we combine the 


collected each day on 


Si _ 
lo preserve the qualities of your soft 
drinks and fountain syrups so they're 
sure to deliver sipping satisfaction, 
use Monsanto Sodium Benzoate in 
flake form 
Monsanto’s sodium benzoate flakes 
ire easy to use. They are prac tically 
dust-free and do not ball or cake. The 
flakes dissolve with ease 
While Monsanto recommends flake 
form sodium benzoate, both flakes and 
powder are available. For information 
on the use of sodium benzoate as a 
preservative, write for Monsanto’s 16 
page booklet, ““Benzoic Acid and the 
Benzoates.”’ Address any Monsanto 
Sales Office or MONSANTO CHEMICAI 
COMPANY, Organic Chemicals Divi 
sion, 1700 South Second Street, St 
Louis 4, Missouri 


DISTRICT SALES OFFICES 
Hoston, Charlotte, Chi 


the Daily Sales 
Cash Record, 


Summary, Daily 
Daily 


Record and Inventories we have the 


Production 


basis of a day to day review of a 
tivities from the standpoint of costs 
and operating results 

Empties inventory is maintained 
in like manner except that E'mpties 
Used (exclusive of breakage) may 
be posted either from the produc 
tion chart or from column “C”’ of 
the full goods inventory. This pro 
vides a complete step by step ac- 
counting for empties in a “revolv- 


ing” manner—from Empties Inven- 


SERVING INDUSTRY...WHICH SERVES MANKIND 


tory to Full Goods Inventory to 
Deale) ticket ) 
Dealer (unloading ticket) back to 
Empties Inventory. 


( Loading from 


Material Inventory 


Mechanics of the material inven- 
tory keeping are substantially the 
same as that of full goods and 
Note that the 40 gallons 


of fountain syrup received (figure 


empties 


106) is reduced to fractions of a 
55 gallon barrel in used column of 
material inventory (figure 108). All 
items shown in USED column of 
Vaterial Inventory should be prop 
erly *supported by signed requisi 
tions from the plant foreman. All 
items received on this form must be 
supported by receiving tickets prop 


erly checked and verified 


Telephone and Office Orders 

Telephone and office orders affect 
the accounting more than is some 
times realized because they are 
often the basis of considerable a 
tivity both within the plant and on 
the routes. This is particularly so 
during the seasonal rush periods 
Accordingly, and with production 
inder control, plant activity may 
be measured to some extent by the 
office 


orders—such orders being usually 


amount of telephone and 
in excess of normal route deliver- 
ies, etc. A simple system of record- 
ing te lephone and office orders and 
messages will also aid in maintain- 
ing smooth operating routine be 
cause it eliminates the tendency to 
rely on memory and scratch pads 
Which cannot be locked within the 
system of which it is definitely a 
part. 

It will be recalled that Jane Doe 
Grocery Company telephoned a re- 
quest that 20 cases of bottles which 
had accumulated be called for and 
that 20 empty shells were loaded 
out for this purpose on loading 
ticket number 1 (see Figure 102 
January article 

Figure 109a illustrates this tele- 
phone order before loading the 20 
empty shells in compliance with the 
order. Figure 109b will be seen to 
indicate that the order was carried 
out at 1:15 P. M. on the same day 
it was received and that the matter 
Was attended to by John Rollins, 
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HUNDREDS OF SUCCESS STORIES! 
62 NEW MARKETS OPENED IN 1950 ALONE! 


“They Tuvestigated and Ateted... Why Not You? 


WRITE 
WIRE OR 
PHONE FOR 
FULL 
DETAILS 


$ 
$ 
S 
$ 
$ 
$ 
S 
$ 
S 
$ 


rh TF Af 


DAD’S ROOT BEER CO. 


Genera I Offices 
2800 N. Talman Ave. ® Chicago 18, Illinois 


$$$3$3$%$%35 3 $ 
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Plant Foreman. The original of this carried out with ease, precision and Without this reimbursement it 


order is promptly returned and thoroughness would be necessary to allow the de- 


; luction from settlement which 
Petty Cash Slip bse ss CERT WRN 
or pre would probably give way to the 
numbered order blanks. All open Pre-numbered petty cash slips on 


stapled or pasted over the duplicate 


which remained in a book 


practice of deducting such items 


items are periodically checked and which is recorded incidental cash trom the amount of the daily de 


followed up. This system will pro disbursements further facilitates posit. Such a practice of deducting 


mote the tendency toward orderli- the handling of cash and simplifies such items from the settlements 


ness; it will place responsibility and the business of daily settlements would create confusion 


give better assurance that vour cus Figure 121 illustrates this proce- In these articles, of which this 


tomers “iy } rompt : ‘ntion » " : shows re a. f 
mers receive the prompt attentior dure in that it shows reimburse is'the second. we have discussed and 


they expect and deserve and, at the ment to Richard Roe for gas and illustrated simplified methods of a 
same time, permits a permanent oil which he purchased from City counting for bottlers through th 
record of the transaction which ts Garage in the amount of $19.86 use of simple, easy to keep daily 
accounting torms with respect to 
loading, unloading, daily settle 
ments, posting accounts receivable, 
summarizing sales, bank deposits, 


daily cash record bank and petty 


cash disbursements), accounts pay 
FOR SPARKLIN _— com . pose — - 
ed 
empties, production records, mate 


rial inventory, telephone and office 


orders and petty cas 


The third of this series will il 
C CN lustrate the ease and simplicity of 


general ledger keeping and _ trial 





balancing through the use of the 


simplified forms as Books of Orig 


No Specks 


nal Entry. You will note that at 
no time have we advocated the use 


No Spots of any books in which to do any 


‘re COpUING eXce 


No Dulling Film LY Receivable Ledger and the Genera 
= | Ledger, in the latter of which is 
a “tn 


4 recorded ‘monthly and by classifica 

| tion such information as affect 
. Assets, Liabilities, Net Worth and 

Tneome er pense are posted on a 

daily basis. As has been shown the 

collection of this information by 


A N { I 0 RF Classification has been accomplished 


through the use of simplified forms 


by your service salesmen and job 
A | * A i | bers; plant foreman or other re 
: § sponsible person, inventory clerk 


and office clerk, etc Payroll records 


: and provision for handling payroll 
No specks... no spots...no dulling film— : ; : 
taxes will also be discussed and il 
because ANCHOR ALKALI has special rinsing properties 
lus 


trated in March 1951 issue of the 
“National Bottlers’ Gazette 


properties that make the rinsing Operation casy, 
tast and thorough. ANCHOR ALKALI leaves bottles 
glistening with cleanliness—and sterile too! You may a quire, tree 
For sparkling clean bottles . . . for superior rinsing— out obligation, as many copies as 


order Solvay ANCHOR ALKALI. vou need of these articles, “Sim 


plified Accounting for Bottlers,” ré 

duced to actual illustrations and 
SOLVAY SALES DIVISION manual of procedure by writing the 

bartegarntinanrore author. Address your request to 


GRANCH SALE PCE: 2 Robert T. Curtis, 53 W. Jackson 


Boulevard, Chicago 4, Illinois 
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Now! Bottle Winter Profits 


An old favorite stars again! 
Popular demand growing fast! 


GINGER BEER 
Yon 25 6 Long a favored British 
HOG drink, Ginger Beer has again 


gained public preference here in 
America. 


by FLAVOREX, so that you 
may now bottle a hearty, distinc- 
tive GINGER BEER that folks 


GIN GER BEER cay formulated 


really enjoy : especially 
through Winter, when hearty 
drinks are desired. 


A great drink by itself, 
GINGER BEER is a great 
mixer in mixed drinks. And, best 
of all, you make no investment 
building Winter profits . . . be- 
cause you use your own bottles 
and stock crowns. 


: , . Order a trial supply plus 

stock crowns. You have no other 
capital investment to make. 
Place your order today and win 
larger Winter profits for yourself. 


MAKERS OF FINE FRUIT JUICE FLAVORS 
302 S. CENTRAL AVE., BALTIMORE 2, MD. 
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Nelling 
Nants 


Tue formula for success in business is fairly simple. 
“Give people the goods or services they need and want.” 
Visualizing and following through on this objective is 
not so simple. 

When it comes to giving prospects what they want, 
the salesman is confronted with several obstacles. 
First, there’s the question of company policies govern- 
ing various details of the transaction—prices and dis- 
counts, credits and deliveries, samples and freight 
allowances, etc. The best course of action for the sales- 
man is to follow the policies of his house up to the 
point where it seems to him that special arrangements 
are justified, and then to refer the matter to his supe- 
riors with a clear statement of the facts involved and 
his personal recommendation for handling the matter. 

Company policies are not, however, the main obsta- 
cles. Most policies are flexible, for management gener- 
ally realizes that circumstances alter cases. The main 
obstacles are psychological, they have to do with the 
attitude of the salesman. His approach is apt to be 
influenced by what appeals to his own tastes or preju- 
dices; what he thinks the other fellow ought to want; 
what it would be to his, the salesman’s, immediate 
advantage to have him buy. 

The experienced salesman knows he can’t afford to 
be self-centered. He ignores his own likes and dislikes, 
and always attempts to understand the prospect’s point 
of view—what he needs, the problems he faces, the 
class of trade he serves, the limitations of his business, 
and how he would benefit by making a purchase. 

Analyzing the customer’s point of view requires 
listening rather than talking, intelligent questions 
rather than bold statements. Most men like to talk 
about their businesses, their problems, their likes and 
dislikes. If the salesman encourages them to unburden 
themselves, he can uncover a world of useful informa- 
tion in a short space of time. 

After analyzing the customer's point of view, the 
salesman can follow either of two courses of action. 
He can conclude that the prospect is merely a suspect, 
and make his exit in a friendly manner. Or, he can 
convert the information he has gained about the cus- 
tomer’s business to hard-hitting sales arguments which 
are difficult to resist, because they meet the very needs 


which the buyer disclosed. 


Giving people what they want is the foundation of 
many a success story. 
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LOOKING FOR A 
HIGH QUALITY ORANGE 
FLAVORED DRINK? 


HERE IT IS... 
SUNCREST / 


=> 


SUNCREST fills the need for a dependable, high 


quality orange-flavored drink. 


t 

SUNCREST’S bright colorful label, distinctive bot- 

tle and sparkling flavor build lasting consumer ac- 
ceptance. 


SUNCREST promotion and advertising material 


helps you sell. 


S UNCRES: 7 bottlers are its best booster. 
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Prepare for Controls, Canadian 
Bottlers Warned 


Joseph A.. Whitmore, managing 
director of the C.B.C.B., recently 
irged Canadian bottlers and offi- 
cials of provincial associations to 
be “prepared to go into action on 
any matter of controls that may 
arise.” Mr. Whitmore declared that 
“whilst it is not certain that Can- 
ada will in the next month or two 


impose price, wage and other con- 


+ + 


trols vet 1 would seem to be about 
inevitable 

He urged bottler associations in 
particular to “be prepared for the 
imposition of controls and be pre 
pared to cooperate on a national 
basis through the C.B.C.B. to work 
for the good of the Industry at 
that time.’ He also pointed out that 
“the Federal Government has ex 
willingness to work 


pressed its 
with the Association if the impend 
ing controls necessarily have to be 
instituted.” 

That Mr. Whitmore’s view on the 
imminence of controls is not with- 
out foundation is indicated in a re- 
cent speech by Canada’s Prime 
Minister, who said: 

The 


would be 


feels that it 


economically 


Government 
possible to 
get along without price controls if 
the United States had them, but 
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there is general agreement that it 
would not be politically possible to 
do that.” 


Ban Steel Use In Beverage 
Industry 
A ban on the sale of primary 
steel for non-essential construction 
was recently announced by the 
Canadian Government. The ban 
took effect Jan. 1 
The order specifically applies to 
construction for manufacturing or 
processing carbonated beverages. 
The ban also includes steel for 
the building of all varieties of en- 
tertainment and amusement cen- 
tres, liquor, tobacco, confectionery 


factories, warehouses and_ stores 
and outdoor advertising signs. The 
order does not include bakeries o1 
nousing. 

Construction now in progress 
will be allowed enough steel to com- 


plete programs. 


Parent Firm Seeks $1.60 
Wholesale, 10c Retail Price 


C.B.C.B. reported recently that a 
Canadian franchise company “is 
recommending that bottlers across 
Canada increase their wholesale 
price to $1.60, including taxes, and 


10c a bottle retail price.” 


Ws Since! 
eWinnipeg 


a. 
uneau habaska fe ee BAY 





The management of this parent 
firm declared: 


“Our Federal Government is 
obliged to re-establish wartime con- 
trols and this is bound to be done 
weeks. The 


authorities in Ottawa are giving 


within the next few 


the bottling industry a little time 
but they will not wait too long. 
“If prices were increased imme- 
diately to 10 cents per bottle and 
$1.60 wholesale, there is not a sin- 
gle company, large or small, in the 
Dominion, who would lose any per 
manent business; in two or three 
weeks time the public would soon 
yet used to it as they have got used 
to the increased price of every other 
single commodity of any type what- 


soever now sold in the Dominion.’ 


Spot Announcements for 
Canada Dry 


Two Toronto radio stations are 
carrying one minute spots for Can- 
ada Dry Ginger Ale Ltd., Toronto 
This 


shortly to include six Western sta- 


campaign will be extended 
tions. It is expected to run for thir- 
teen weeks 

MacLaren Advertising Co. Ltd., 
Toronto, directs the advertising for 
Canada Dry Ginger Ale Ltd. 








Orange-Crush Raises Price 

Orange Crush Ltd., recently an- 
nounced an increase from six to 
seven cents per bottle in the price 
of its soft drinks (Orange Crush, 
Hires, and Mandalay Punch) sold 
in the Winnipeg area 

J. M. Thompson, General Man- 
ager, attributed the boost to rising 
costs and the 30 per cent federal 
tax. He hinted that increases in 
other parts of Canada would be 


made in the near future 


The carton price was raised from 


30c to 36c. 


Windsor, Ontario Bottler Starts 
34th Year 


A pioneer Windsor soft drink 
bottling plant, Windsor Beverages, 
this year begins its 34th year in 
business, and according to com- 
pany officials, prospects for the 
coming year are bright. 


During 1950 the company con- 


tinued to expand its plant capacity 


A LUT (OR LUTE £ 


Aggressive Merchandising 
Spurs Sales of ONE and ONLY DRINK! 


Dr. Pepper bottlers have good reason to celebrate! 
Promotion after promotion keeps buying activity at a 
peak in stores that feature Dr. Pepper, because Dr. Pepper 
advertising is aimed directly at increasing STORE TRAF- 
FIC! Watch for still more Dr. Pepper advertising that 
brings IMMEDIATE consumer action and PERMANENT 


increases in sales. 


in order to keep up with an increas- 
ing volume of business. Late in 
1949, Windsor Beverages took over 
the Wishing Well 
Windsor. 


franchise in 


Delivery trucks bearing the col- 
Windsor 


Beverages are a familiar sight on 


ors and trade mark of 


Windsor streets. In 1918, when the 
company was started, the sole de- 
facilities of the company 


Today, the 


livery 
were a horse and cart 
company maintains a large fleet of 
up-to-date delivery trucks 

Martin 
Klus, Windsor Beverages produces 


Under the direction of 


many types of soft drinks, dry and 
sweet ginger ale, root beer, fruit- 
flavored drinks and a cola beverage 

During 1950, Windsor Beverages 
bought and installed in its plant a 


new bottle washer and sterilizer 


Adds New Drink 


After an absence of ten years 


from the market, the Penetang 
Bottling Company, of Midland, On- 
tario, has re-introduced its “Golden 
Orange” beverage. The firm, which 
had been bottling only Coca-Cola 
until recently, will also add another 
new drink, “Lime Lemon,” within 
the next few months. , 

Mrs. E 


company. 


L. Booth is owner of the 


New Diversey Plant Head 


Eric C. 


named plant manager and super- 


Foote, Jr., has been 
visor of manufacturing of The 
Diversey 

Ltd., Port 
Foote 


post at Diversey’s South Gage, Cal- 


Corporation (Canada) 
Credit, Ontario. Mr 


previously held the same 


E. C. FOOTE, Jr. 
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ifornia plant. Announcement of 
his promotion was made by Chair- 
W. Kochs of The Diversey 


Corporation 


man H 


How Costs Have Increased 


How much have costs of bottlers’ 


supplies and equipment increased 
since 1939? C.B.C.B 


nished the answer through the fol- 


recently fur- 


lowing listing 


Article 


Stainless Steel 


Increase 


Storage and 
Mixing Tanks 
Crowners 
Water Coolers 
Bottle Washers 
Bottle Conveyors Decrease 
Labelers 
Fillers 
Beverage Mixers 
Water Filters 
Carbonators 
Truck Costs 
Tires 
Crowns 
Order Forms 
Salesman’s 

Clothing 
Oleo Resin Ginger. 190 
Lemon Oil 100 
Orange Oil 100 
Lime Oi! 167° 
Spruce 35 
Aromatic Chemicals 12 
Lemon Juice 3006 
Orange Juice 66. 


Glass 24° 


C.B.C.B. also noted that: 
“Between 1945 and 
increased from $7.07 to $9.90 (On- 


Between 1941 and 1950 CO 


1950 sugar 


tarlo 


increased about le per pound. A 
rough estimate of the increase in 
labour costs since before the war 


is around 125 


Industry's Growth Cited in New 
C.B.C.B. Booklet 


The development of the soft 
drink 
cussed in a new booklet, “The In- 


industry in Canada is dis- 


dustry of Opportunity,” recently 
published by the Canadian Bottlers 


of Carbonated Beverages. 
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The booklet points out that the 
industry has developed to the point 
were per capita consumption is now 
“about 120 bottles.” In 1949, ap- 
1,700,000,000 bottles 
of carbonated beverages were con- 
Public. 


employees 


proximately 
sumed by the Canadian 
More 


helped to achieve this production- 


than 6,000 plant 
sales record. 

C.B.C.B. cites the fact that most 
of the industry’s plants “are small 


businesses owned and operated by 


individuals with small capital in- 
vestments. Around 605 of the firms 
have a production of less than 
$50,000.” 


The 
grow, C.B.C.B. maintains, since it 


industry will continue to 


is attracting a “steady inflow” of 
investment. 

“Compared to other industries,” 
the booklet reports, “the carbonated 
beverage industry annually  ab- 
sorbed regular and healthy amounts 


of fresh investment in the years 





@ Thorough agitation dissolves all sugar in minimum 


time. 


@ All Pfaudler equipment is self-draining. Special bot- 


tom head design keeps syrup flowing to the bottler. 


@ Product cannot “pocket™ as all welds are ground 


smooth and polished . . 
bottom head . . 


gullet! 


Ptaudler 


THE PFAUDLER CO., Rochester 3, N.Y. 


or - ev 

« m \ 

quit 4 gallot 
wh 


. outlet valve is flush with 


cleaning is easy. 


mis- 
avruP -e 
’ _\are 


-uP 


Branch offices: 330 W. 42nd St., N. ¥. 18, N. Y.; Ll 
W. Washington St.. Chicago 2, ; B18 Olive St. St 
Louis 1, Mo.; 2970 West Grand Blyd., Detroit 
Mich.; 1719 Lat Nat'l Bank Bldg., Cincinnati 2, 0.; 
Commercial Trust Bldg., Philadelphia 2, Pa.; 
Little Bldg., Boston 16, Maass.; 334 Chattanooga Bank 
Bldg., Chattanooga. Tenn.; P. O. Box 4066, Dallas, 
Texas; Taylor St., Elyria, O.; 1346 Connecticut Ave., 
N. W... Washington 6, D. C.; 121 Bauman Ave., Pitts- 
burgh 27, Pa * O. Box 1031, Minneapolis, Minn.; 
The Pfaudler Sales Co., 1325 Howard St., San Fran 
cisco 3, Calif., 3757 Wilshire Blvd... Los Angeles 5, Calif 
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before 1942 


regulations temporarily 


(when Government 
prevented 
further investment in the indus- 
try.) Since the war ended there has 
been a further expansion of bot- 
tling plants throughout the Domin- 


ion.” 


Study on “Lakehead” Plants 


The seven soft drink plants in 
Port Arthur and Fort William, On 
tario, “have a total capacity of more 


than 1,500,000 cases of soft drinks 


per year,” a study on the ‘“Lake- 
head” (touching Lake Superior 
concerns reveals. 

The study points out that the 
seven plants “turn out 45 different 
kinds of beverages to sell to thirsty 
workers, tourists, and to the rest 
of the population.” 

Largest of the group, it is re- 
ported, is the Coca-Cola Bottling 
Co. of Port Arthur, which turns 
out 600,000 cases annually. 

The others in the group, and 
their estimated annual output, are: 








Why Your Next Bottle Washer 
Should Be A" LADEWIG"” 


It's Radically Different, Radically Better 
AND HERE'S WHY — 


DOUBLE END — for Efficient, Clean Operation. 
UNSCRAMBLER LOAD — for Saving Labor 

COMPACT DESIGN — for Saving Floor Space 

RUGGED CONSTRUCTION — for Dependable Service 
SIMPLE DESIGN — for Low First Cost 

CONTINUOUS ROTARY MOVEMENT—for Quiet Operation 
ENGINEERING FEATURES — for Handling Bottles Gently 
MORE AND CLEANER Bottles Per hour, Per Dollar 
CAPACITIES — 24 to 350 Bottles Per Minute 


For newest literature fully illustrating and 
describing the many advantages of the Ladewig 


Bottle Washer — WRITE US TODAY! 


ARCHIE LADEWIG CO. 


Waukesha, Wisconsin, U. S. A. 








Kakabeka Falls Brewing Co., Fort 
William, 
thur Beverage Co., 300,000 cases; 
Seven-Up Bottling Co., Fort Wil- 
Twin City Bot- 
tling Company, Fort William, 150,- 


150,000 cases; Port Ar- 


liam, 200,000 cases ; 
000 cases; Superior Bottling Com- 
pany, Fort William, 60,000 cases; 
and Port Arthur-International Bot- 
tling Works 


(output not esti- 


mated 


Beverage Sales, Ltd. Building 
New Plant 


Now under construction at Bish- 
op’s Falls, Newfoundland, for the 
Beverage Sales, Ltd., of St. John’s, 
Newfoundland, is a new wooden 
plant building, 660 by 120 feet. The 
which is 
call for 
the building to be completed by the 
middle of May 


plans of the company, 


headed by Arthur Johnson, 


After equipment is 
installed, production will begin on 
bottled soft drinks, including Coca- 
Cola. Bernard Cook, who has been 
in charge of a distribution branch 
Bishop's Falls for 


several years, will be manager of 


of the firm at 


the new plant. 

With the start in manufacturing, 
the price of the company’s drinks 
in the Bishop’s Falls area will be 
reduced to 8 cents a bottle from 
the prevailing 12 cents. Hitherto, 
the company has railed the drinks 
from St. John’s, and the long rail 
haul at very high rates has neces- 
About 20 


employed in the 


sitated the 12-cent price 
persons will be 


new plant 


Canada Dry Annual Report 
Wins Fifth Award 


For the fifth consecutive year the 
innual report of Canada Dry Gin- 
yer Ale has been judged best among 
carbonated beverage industry re 
ports, in the annual survey of stock- 
holders’ reports conducted by “Fi- 
World” 


5,000 reports were entered in the 


nancial magazine. Over 
national survey 

The Canada Dry report was pre 
pared jointly by the company and 
its advertising and public relations 
agency, J. M. Mathes, Inc. 
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| Plant Redesigns Trucksto | 
| Improve Delivery Efficiency | 


cts dharila teiieaiaes apee eign ama RI 


B xoruer important milestone has 
been attained in the over-all pro- 
gram of Arrowhead and Puritas 
Waters Inc. to speed their distri- 
bution operations and completely 
modernize their truck fleet, involv- 
ing nearly 200 vehicles. The com- 
pany’s transport truck and trailer 
between 


combinations — traveling 


their Los Angeles and Orange 
County branches have been entirely 
redesigned to meet the exacting re 
quirements of palletized loading, it 
has been revealed by J. G. McNiven, 
vice-president and general manage) 
of the bottled water firm. 

Body design of trucks and trail- 
ers has been revamped to permit 
quick loading and unloading by the 
fork lift trucks used in their fully 
palletized operation. This improve 
ment involves division of the bod- 
ies of both trucks and trailers into 
twelve equal spaces, made up of a 
center partition and five partitions 
on either side. Each space accom- 
modates one pallet load consisting 
of thirty 5-gallon bottles of drink 
ing water, or eighteen cases of 1- 
gallon bottles, or a quantity of cool- 
ing equipment 

Instead of the old panel type side 
gates, which were extremely heavy 
and awkward to handle, light 


weight aluminum retainers have 


A fork-lift truck is shown loading one of the redesigned truck and trailer 
combinations used by Arrowhead and Puritas Waters, Inc. Note unique 
aluminum retainers which hold bottles secure in place. 





been especially designed to hold the 
pallet loads of crated 5-gallon bot- 
tles in position. The use of alumi- 
num has accomplished a two-thirds 
reduction in the weight of the re- 
tainers, with resultant decrease in 
hazard and physical effort required 
by loaders, as well as substantial 
savings in time, both in loading and 
unloading. And these improvements 
have been accomplished without 
payload decrease. 

A secondary advantage obtained 
through the remodeling is improved 


appearance. The vehicles have been 
repainted a brighter yellow, and 
product identification has been 
stepped up. Fruehauf Trailer Com- 
pany handled this project for the 
water company. 

Arrowhead and Puritas Waters 
Inc. is credited with having the 
largest water bottling and delivery 
system in the world. The company 
distributes in all parts of metro- 
politan Los Angeles, and in approx- 
imately 200 communities through- 
out Southern California. 





N0.11 GR 


Sethness is the favorite extract of discriminating bottlers the 

world over! This superb grape base is the result of over 65 years ex- 

perience in the art of producing top-quality bottling compounds. Its extra 

rich flavor, purity, and full rich color are a million miles ahead of competition — 
bring repeat business season after season. Try No. 11 Grape Today! 


1926 SUNNYSIDE 


THE 2-OUNCE 
GRAPE COMPOUND 
DE LUXE 


Today and every day, No. 11 Grape by 


Case Lots $7.00 Freicut auoweD ON 8 GALLONS 


C. 0. & W. D. SETHNESS COMPANY 


AVENUE CHICAGO 40, 


tLeLINnots 








Crystal-clear bottles at less cost with 





Wyandotte 


WYANDOTTE 


SENECA FLAKES and B.W.C. 


Dissolve instantly in hot or cold water 
Soften and condition hard water 

Drain faster and more thoroughly 

Reduce ‘“‘drag-out"’ and “carry-over” 

Keep rinse tanks alkali-free—reduce rejects 
Lower alkali consumption 

Destroy yeasts, molds, bacteria 


Produce sparkling bottles 





THE WYANDOTTE LINE—water conditioners: N.S.Q., 
B.W.C., Keego; bottle-washing alkalies: Seneca Flakes, 
Chippewa Flakes, C.C.S., 721 Special, Star 5X, Flake Industrial 
Alkali; germicides: Steri-Chlor, Spartec; for equipment 
cleaning: G.L.X., SR-10, Kelvar, Poma — in fact, specialized 
products for every cleaning need. 


7 


tata 
Troe \* ¢. 


Wyandotte Seneca Flakes* is a high strength 

bottle-washing alkali with superior cleaning 

action. Itrinses easily, leaving the dirtiest bottles 

clean and alkali-free. FEeonomical. too, Seneca 

Flakes sustains full cleaning power under the 

hardest conditions. This means fewer rejects 
with savings per 1000 bottles washed. 

To stretch the bottle-washing “mileage” of 
Seneca Flakes in hard water use B.W.C.* The 
Seneca Flakes-B.W.C. combination increases 
the efficiency of the bottle washers by reducing 
scaling. In addition. it cuts “drag-out”™ to mini- 
mum. which reduces the amount of alkali 
required to maintain full solution strength. 

Ask your Wyandotte Representative for data 
on the low cost of using this combination. 


*Reg. U.S. Pat. Of 


WYANDOTTE CHEMICALS CORPORATION 
Wyandotte, Michigan + Service Representatives in 88 Cities 
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Bottler’s Sampling Drive 
Reaches 40,000 Homes! 


Roy DEARY, Squirt bottler in Squirt’s dual use as both a mixer Mr. Deary recently estimated 
Sacramento, Calif., recently con- and a soft drink. that an “overwhelming majority” 

1 o7 » biggest ¢ st The S ‘t Mixer » Collar i , ; 
ducted one of the biggest and most The Squirt Mixer Bottle Collar of Sacramento’s total population of 
effective sampling campaigns in was used in both liquor and food : 

' ' . 130,000 was reached during the 
any market stores. Also, the new all-purpose 


Purpose of the drive, which made “Squirt Tells You Why” leaflets campaign. And — results indi- 
much use of new Squirt advertis- were used throughout the campaign cate that many of these have since 
ing and promotion pieces, was to with excellent results become habitual Squirt consumers. 
yet Squirt quarts into the refrig- 
erators of 40,000 homes—where an 


average of two to four persons taste 


the product. A survey made sei PREPARE NOW TO START YOUR BIG SEASON 
diately after the campaign showed WITH A BANG 


that it succeeded in doing just that 


The drive was two-phased—di 
rected at both consumers and deal- 
ers. Along with house-to-house sam 
pling, simply-constructed paper and 


cardboard displays featuring the 
little Squirt were set up in many SCL mOoRE DRINKS 
locations. Theme of the promotion 
was “Squirt—the smooth mixe) 
and quality soft drink.” 
Added sales impact, over and 
above market displays, was created 


bY displays in many liquor stores 





throughout the city. These, in most 
cases, featured the use of little 
Squirt character cut-outs, Snowball 
point-of-purchase pieces, and mixe1 


cards all calling attention to 


WE ARE STILL ABLE TO MAKE DELIVERY 
OF CURRENT ORDERS. 
Onder yours today! 


PICTURED HERE 1S FRONTIER’S NEWEST 


oe ‘ RACK NO. 343 —THE “SAFETY CHALLEN- 
This is one of the many displays FRO 





set up in Sacramento, California, GER.’’ — SENSATIONALLY RECEIVED AT 
by Squirt bottler Roy Deary, dur- 


ing a recent sampling drive. Dur- 


ing the campaign. Squirt Quarts THE NATIONAL BOTTLERS CONVENTION. 
reached over 40,000 homes. 


MANUFACTURING COMPAN 


—~ DALLAS « TEXAS - 


P.O. BOX 7346 
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Some things 
give solid satisfaction 





|_} - 


(nn a 


eS =F = 


U Sze 
You've waited for this—the day you 


and your son would reach across the years and share 
a boy’s pleasures together! Something of the same 
satisfaction is yours when the success of your 
product justifies all the effort you've put into it. 

Of course, you've used sugar. 
To quality manufacturing, sugar brings a uniformly 
high standard of purity. Sugar has 10 to 50% 
more sweetening power. Sugar alone brings 
out the best natural flavors of 
higher-priced ingredients. INFORMATION 

Set vour signals for a clear track 

: : NEW YORK 5 NEW YORK 

—always use sugar. It pays off in solid satisfaction. 
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Dad's Root Beer Ups 1951 Ad Budget; 
Added 62 New Bottlers Last Year 


"Fu 1951 advertising program of 
the Dad’s Root Beer Co. of Chicago 
calls for an increase of 3314% in 
promotional expenditures, president 


Eli Klapman stated last month. 


Commenting on the new program 
and trade conditions generally, Mr 
Klapman, a veteran of 35 years in 
the soft drink field, declared: 

“Although Dad’s Root Beer as a 
product has been on the market 
only 12 years, it has already wit- 
nessed several cycles of ups and 
downs in the soft drink industry. 

“The last 2 or 3 vears have been 
an ever deepening abyss of despair 
and discouragement to the soft 
as a whole. We, : 


Dad’s Root Beer have proved 


drink industry 


ourselves that it is possible to ; 
tain results even contrary to an 
over-all trend by working harder 
and extending ourselves beyond 
normalcy. It has paid off in that 
our greatest year of growth was in 
1950 when a record 62 new fran- 
chises were signed by our company. 

“Too many business men and es- 
pecially those in the soft drink in- 
dustry have been thoroughly sold 
that business is bad. They just 
won't do anything to help them- 
selves and the result is an ever- 
worsening condition. If one starts 
to analyze the situation, and recog- 
nizes what moves have to be made 
for improvement and then goes 
ahead and works even harder than 
the requirement, he can only meet 
with success 

“In 1951, we know that our bot- 
tlers will be faced with many prob- 
lems and it is imperative that we 
help them to secure greater public 
acceptance as well as: demand 
Therefore we are upping our ad- 
vertising budget by 331% per cent 
in full confidence that such a step, 
coupled with the cooperation of our 
bottlers and their personnel, will 
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mean greater sales in the future.” 

Dad’s Root Beer is marketed in 
four bottle (ACL) sizes—a _half- 
gallon “Papa” size, a quart ‘“Ma- 
ma,” a ten-ounce “Junior,” and a 
J-ounce 


recently-added package. 


Present policy of the company does 


not insist that bottlers in any 
market produce all four sizes 


The parent company now has 


almost 200 franchise bottlers in the 


United States, and Mr. Klapman 
looks forward to signing a new 
record total in 1951. 








HEADQUARTERS for 
Compact, Inexpensive Bottling Equipment 
For Still Drinks! ... 


. . + for simplicity of design . . . for trouble-free 


performance... for sound value . . . for handsome 


Compare! \ appearance .. 


carbouated beverages. 


Illustrated above is the MS 10 tube filler, complete 
with MS engineered conveyor, polished stainless 
steel base. Capacity 120 cases per hour. Available 
in a variety of sizes and capacities. 


write to... 


MACHINERY SERVICE COMPANY 


633 E. Main Street 


- and you'll choose MS Equipment 
for bottling fruit drinks, chocolate and other non- 


Louisville, Kentucky 
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COKE CHRISTENING 


James A. Farley. chairman of the board of the Coca-Cola 
Export Corp., christens Capital Airlines’ non-stop Constel- 
lation flight from New York to Atlanta. Pouring Coca-Cola 
from a huge Coke bottle on the nose of the luxurious four- 
engine plane, Mr. Farley named it “The Atlantan.” Smil- 
ing approvingly is Capital Airlines’ president, J. H. Car- 
michael. 


120 


SERVE IT HOT 


Just the thing for cold-weather comfort, according to the 
James Vernor Co., is Vernor's ginger ale, served hot with 
lemon. Above. in a Detroit grocery store, Grace Hay dem- 
onstrates the “new use” for the product. Similar demon- 
strations are currently being conducted in 17 States and 
Canada. 


MAKING HEADWAY 


Back in 1939, when this picture was taken, Dad‘s Root 
Beer was just being launched and the roller derby was 
an infant in the sports field. Today, Dad's is one of the 
leading root beers in the country, and the roller derby 
has become one of the nation’s great sports. viewed by 
millions each week over television. Quite a prophetic 
photo, indeed. 
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THEATRE DEBUT 

The new “Pepsi-Bar’ at the big 
Roxy Theatre (New York City) 
shared a premiere opening with 
“The Halls of Montezuma” on Jan. 
4. when the thirst-quenching spa 
was formally inaugurated. Toast- 
ing the new “bar” are, left to 
right: Mrs. Alfred N. Steele. wife 
of Pepsi's president; Harry Ches- 
ley. vice-president of national 
sales; Mr. Steele: Skitch Hender- 
son, and Faye Emerson. Pepsi's 
glamorous TV star. 


FIRST COKE WALL SIGN 

This is the first painted wall sign 
for Coca-Cola, having been “put 
up” in Cartersville, Ga., in 1894— 
57 years ago! And it's still in use. 
Standing in front of it are Dargan 
Cole, manager of the Cartersville 
Coca-Cola Bottling Co., and Will 
Young, owner of Young Bros. Drug 
Co., on whose wall the sign is 
painted. 


“MISSION” ACCOMPLISHED 
The crew of the General Patton 
tank pictured above enjoys a rest 
(and some Mission beverages) 
between practice maneuvers at 
Longview, Washington. Second 
from right is Vic Spurgeon, who 
is captain of National Guard 
Company A, Heavy Tank Bat- 
talion, of which this group is a 
unit. Vic is also the owner of the 
Mission Orenge Bottling Co., at 
Longview. 








From this 


“OAKITE LUBRICATOR 


...@ little drip to save you money 


Here, at last, is an entirely new conception of conveyor 
chain lubrication. It’s the Oakite drip method now being 
adopted by many of the nation’s leading dairies. It provides 
these outstanding advantages: 


e Stops bottle breakage 

@ Prevents bottom-of-bottle dirt rings 

e Cuts conveyor out-of-service cleaning time 
e Reduces power costs 


e Minimizes burn-out of motors 


HERE’S HOW IT WORKS! Into the *Oakite Chain 
Lubricator, pictured above, is placed a long-lasting supply 
of jelly-like soap (known as Oakite Composition No. 6) 
Over this soap composition, water is allowed slowly to 
trickle. The overflow, which by now is a slippery solution, 


lubricates moving conveyor chains by controllable drip 
action 


HERE‘S WHERE YOU SAVE! Wet-soap lubrication 
with Oakite Composition No. 6 prevents excessive build 
up of gate pressure . eliminates borttle-breakage. It 
keeps chain, scrupulously clean and sanitary .. . eliminates 
frequent down-time for cleaning. It provides free flexing 
ot chains around guides and sprockets ... reduces drag, 
cuts power costs and helps hold motor burn-outs to a 
minimum 


GET THE FACTS! Send for interesting 6-page folder 
giving full details. Better yet ask for demonstration on 
your own conveyor system. Literature and in-plant service 
free on request. No obligation whatsoever. Put this little 
drip to work saving money for you today! 

*Oakite Chain Lubricators are issued FREE on loan 


to all users of Oakite Composition No. 6. 
OAKITE PRODUCTS, INC., 26A Thames St., NEW YORK 6, N. Y. 
wn Ning 
Ma £ 
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Technical Service Representatives in Principal Cities of U.S. & Canada 


LYNN SELF-CLEANING STONE FILTER 
with Double Filtering Surfaces 


ynn Stone Filter employing 


es tone 
T oe two-surface filtering sto 
exceptionally high 


The Only Water 

Filter That Uses Both 
ee ae aoe water with @ The Inside And npn 
_ se | fast flow. it is equipped Surfaces Of The - 
ge g mechanism which MMU BS oO rm aT] 


with o cleanin : oo oe 


cleans both surfaces © 


stone quickly ond thor 
sizes: capacities 


oughly. it 


is mode in four 
65 to 350 gallons per hour. 


Ask for catalog 0” the Lynn 


Filter, also on the ropid flow type 


Bowden Single Valve Quartz : 
Minchor Filters monvfactured by 


and 


Hygeio- 


Sectional View, No. 5 lynn 
Self-Cleaning Stone Filter 


NTON AVE. DETROIT 11, 


AND EASY TO CARRY 
Put it where you 


STANDARD LITEWATE 
Sectional Roller Conveyor 


—ideal for loading and unloading. Handles commodi- 
ties up to 60 Ibs.—moves bags, cases, cartons, hollow 
bottom, narrow, cleated and irregular packages or 
articles not suited to wheel conveyors. Less pitch re- 
quired—operates at grades as little as '4 in. to % in. per 
ft. Interchangeable spacing of rollers—from 112 in. to 
12 in. centers. Available in 10 ft. and 5 ft. straight sec- 
tions and 90° and 45° curves. Keep LITEWATE con- 
veyors handy in your shipping room—carry a section on 
your truck. For complete information write for Builetin 
NB-21 


STANDARD 
CONVEYOR COMPANY 


North St. Poul 9 RAVITY & POWER 
Minnesota 


CONVEYORS 
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Trouble-free Operation 
.- for Low Cost Labeling 


HE COTT BOTTLING CO., Inc. of Manchester, New Hampshire 

knows that the trouble-free operation of the Norton Labeler means 
low cost labeling. They have had it proved by the dependable operation 
of their two Norton Singles; also by the performance of the Norton 
Duplex at the New Haven plant of the Cott Bottling Company. That's 
why they again chose Norton—a Duplex Automatic—for their new 
Manchester bottling unit. 


You, too, will like the smooth, easy way that the Norton Labeler handles 
bottles—its firm, neat application of labels and foil—and best of all, its 
dependable operation hour after hour, day after day. 


NORTON COMPANY, WORCESTER 6, MASSACHUSETTS 








AUTOMATIC LABELERS 
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m Bol TLING 


Read What Coca-Cola 

Le Coca-Co® Of Russellville, Kentucky 

én «ani — Says About the Efficiency 
es and Economy of 


sa HEATERS 


5 tvans 
" ne OF FP". und it 
ing »* n sou" 
xe neve been 1940 and aes It is , 
NOW» s since ¥ very Yoo" al Pape are ‘ » > 2 eG 
Heavers SiRC2 cory in eVETL ae general, eering Here is a letter from another en- 
» 4 the ot 


thusiastic user of Evans Auto- 
solrcity oF j ° ° —_ . . 
gate its 2072 2° ogopility matic Heating Units. Certainly 


jeased Wit ete 

cost, ene © -ecommend “a — . 
ng wane wo neo here is additional evidence that 
are bu 

« ceel ae Boy BF spective oT 

sent to ™ 


YOU should check and see how an 


Evans Unit will save you money, 
time and trouble! 


/ 


‘ 


Do a better job at less cost 
with an Evans Heater! 


@ ECONOMY is the principal reason bottlers are quit- 
ting obsolete solution heating methods and are turning 
to Evans Units. An Evans Unit will save you money, 
time, labor, bottles, insurance! This revolutionary solution heating 


unit burns gas. Holds temperatures 
Send for our booklet, “The Calorifie is Terrific” automatically; just light it and for- 
and names of Evans owners in your vicinity get it. There is a size for every need. 








Manufactured by G. C. EVANS SALES COMPANY, Little Rock, Ark. 
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“Vitamin Pill” Starts Truck 
Motors in Freezing Weather 
A “vitamin pill,” which 

when inserted into a special holder 
attached to gasoline or diesel pow 
ered truck equipment, starts the mo 
tor running in less than 10 seconds 
at freezing water temperatures 

trom 0 50 below has been 
perfected and is now being mar- 
keted by the California Oil Com- 
Barber, N. J 


pany, of Calitornia 


To start the truck engine in 
freezing temperatures, the driver 
merely “injects the Chevron 
Starting Fluid capsule into a spe 
cial holder on the dash. Then he 
pushes the lever down, primes 
the engine. and steps on the 
starter. 


jection nozzles so that it is adapt- 





Oil is a subsidiary of Standard Oil 


Company of California 

The vitamin pill is actually a sei 
entifically-developed starting fluid 
that comes in a capsule, and works 
with a priming system that Is per 
intake 


manifold of engines. Its use is ex 


manently connected to the 
tremely simple 

The operator places au capsule in 
the tool (see photo punctures it 
by pressing down the plunger, and 
then primes the engine before he 
steps on the starter. The system has 
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LADEWIG'S BOTTLE UNSCRAMBLER LOAD 


Now standard equipment on all models of Ladewig bottle washers 
handling 6 oz. to 12 oz. bottles, is the new Unscrambler Load recently 
developed by the Archie Ladewig Co., Waukesha, Wisc. The unit makes 
it possible to feed 12 oz. bottles with a 12-bottle hand picker into an 
automatic washer. It also enables one man to feed up to 200 bottles per 
minute, as it is not necessary for him to move from his position at the 
load. Thus, manpower efficiency is increased, the loading operation is 
speeded, and bottle breakage is curtailed. The unit is an integral part 
of the Ladewig washer, and is not intended for use on other makes of 
machines. 





been designed with one to three in Theonett & Company Purchases 


Beverage Plant 


able to all internal combustion en- 


Frank Robbins, president 
330 No 
Ashland Avenue, Chicago, has an 


vine types and sizes ie : 

The capsules, trade-named ‘“Chev- of Theonett & Company, 
ron Starting Fluid,” are inexpen- 
Those holding 7 ccs nounced the purchase of the Alert 


‘ Bee - ‘verage C any, C ‘ag as ot 
fluid cost a dime. The larger 17 Beverage ¢ a hicago, as 0 


sively priced 


cc size costs 20c. 

Capsules and applicator kits are 
available through the marketing 
network of the California Oil Com 
pany, its parent, The Standard Oil 


Company 


nia, and otne) 


affiliated companies. A booklet ft 


describing the Chevron Starting 


svstem mav be obtained by 
alifornia Oil Com 
©. Box 2, Barber, 


General Box Company 
to Build New Plant 
The General Box Com 


pany has announced plans for the 


construction of a new building in 


P & R BEVERAGE MIXER 


Potier & Raytield’s (Atlanta, Ga.) 
automatic beverage mixer han 
dies any size bottle up to 12 
eunces at adjustable speeds 
ranging from 30 to 200 bottles per 
minute—depending on machine 
size. In operation, each bottle is 
given three full turns from top to 
bottom. Installation is easily ac- 
complished, without cutting the 
conveyor line. 


Des Plaines, Ill., to house their ex- 
ecutive offices and experimental lab 
oratory. The new structure will con- 
tain 22,300 square feet of floor 
Space 

Current address of the company, 
manufacturers of wirebound and 
corrugated shipping containers, 1s 


500 North Dearborn St., Chicago 








December 15, 1950. The purchase 

included the trade-mark, all assets, 

supplies, and franchise accounts 
Theonett & Co. is celebrating its 


61st anniversary this vear 


Shelton Develops New 
Corrugated Nesting for Bottles 


Shelton Manufacturing 

Inc.. Long Island City, N. Y., 

has announced dev oment of “a 
revolutionary idea” in corrugated 
carton nestings. The manufacturer 
claims that manufacturers who 


package their products in glass 
containers will find the new Shelton 
nest (registered under the name of 
*“Shellnest”) of particular value be- 
cause of its economy in cost and 
the labor-saving assembly 

The init replaces the conven 
tional sectional inter-locking nests, 
cutting down time in packing to a 
fractior Being only one piece of 
th special die-cuttings and 
it quickly folds into a nest 
ra cushioning strength in 
containers 


ivtition. Glass 


such each other or the side 
is now being readied 


sizes required by users 


Foote & Jenks Holds 
50th Annual Conference 
The 50th Annual Conte? 
itives, officials and 
Foote & Jenks 
ol Spec ialists Was 
held Jar bat the companys offices 
Jackson, Michigan 
During the two-day session, 
formal business meetings were held, 
w products introduced, and a suc 
| vear reviewed Entertain 
contributed to the enjoyment 
those attending 


On January 3rd, company’s 


pute yi TEBAT PETROLEUM LUBRICANTS 


“WATER AND HEAT RESISTANT” 


@ THEY ARE PURE 
@ SMALLER QUANTITY REQUIRED 
@ REDUCE DUTIES AND 
FREIGHT COSTS 


67th Anniversary was. observed, 
with the local newspaper paying 
tribute to Jackson’s oldest industry 
with a full page story commemo- 
rating the years of service of each 
employee. The average length of 
service for all employees has now 
reached 16 years 
Representatives il 
were O. W Badger, Syracuse, 
N. Y.; Clarence E. Davis, Wilmette, 
Ill.; Keith J 
Ala.; John B. 


attendance 


Jones, Montgomery, 

Main, Greensboro, 
mM. 632-8 S. Maute, Wauconda, 
Ill.; John M. Morse, Indianapolis, 
Ind.; M. B. Moseley, Dallas, Texas; 
Sidney Ross, N. Y. C.; L. C. Smith, 
Columbus, O.; T. J. Torjusen, Wel 
lesley Hills, Mass.; Earl Weed and 
Worth Weed of Jackson, Michigar 


New Potdevin Gluers, Labelers 
Soor to Make Bow 


A new series of coaters, 
yluers and labeling machines for 
low-cost production will be demon 
strated at the Packaging Exposition, 
April 17th thru April 20th, in At- 
lantic City, by Potdevin Machine 
Co., 1285 38th Street, Brooklyn 18, 
N.Y 
their 
model 2R12 sheet coater; 6” margin 


Equipment will include 


gluer; 6” semi-automatic feed label 
paster, 4” Mini-Labeler; 9” Activa- 
tor tor 
labels; ampule 
and collapsible tube labeler. Pot 
devin’s booth at the 


thermoplastic pre-coated 


automatic labelet 
Exposition is 
No. 611, and company personnel 





ON THE BALL 


Pal Ade bottlers are receiving 
much favorable comment on their 
1951 calendar. shown above. 
which is the second in a series 
that features baseball's greatest 
heroes. The current calendar hon- 
ors the late Lou Gehrig, and fol 
lows one which featured the im- 
mortal Babe Ruth. Pal, Inc., of 
Washington, D. C., the parent 
company. has announced that the 
series will be continued into 1952. 


SAFETY KIT 


Towmotor Corporation. Cleve- 
land 10, O., is providing this help- 
ful “Safety Kit” to industrial 
plants. Each kit contains four in- 
terior plant signs cautioning truck 
operators of “Blind Corners.” etc.., 
and four posters emphasizing 
some element of safe fork-lift 
truck operation. In addition. a 
helpful Operator's Guide is in- 
cluded for the driver of industrial 
lift trucks. 


ZEPHYR BODIES 


ECONOMY TESTED 


Hi-tensile, 


rust resis- 


tant steels and 500 to 


Pé 


1000 Ibs. less weight 
offer savings on oper- 


@ REDUCE COSTLY DELAYS €—) é 
IN WORK % ation, repairs and 


ODORLESS AND TASTELESS" “= maintenance. 
FREE CATALOG 


suid since | ¥- & E- KOHNSTAMM Inc 
1907 329 Canal St., New York (3, W.Y., U.S.A. 


SPECIALTY ENGINEERING CO. Allegheny & Trenton Aves. 


Philadelphia 34, Penna. 
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in attendance will be headed by J 
Henry Richmond, president. 


Cylinders Easily Handled 
With New Conveyor 


Rolls of roofing paper, 
drums, and other smooth, cylin 
drical objects of varying diameters 
are easily moved with the Speed- 
WHEEL lightweight gravity con- 
veyor, a new development of Speed- 
ways Conveyors, Inc. Rolls and 
drums move along straight run of 
conveyor without need for guard 
rails 
SpeedWHEEL conveyors are D-MEN ASSIGNED TERRITORIES 
available in 12”, 15”, and 18” stand- New “D-Men.” field service representatives of The Diversey Corp.. Chi- 
ard width with any desired wheel cago. who recently completed a four-week technical and sales training 
or vale ateitiee ts @ nk course and have been assigned to territories, are pictured above. Left 
pi BE, : - to right, rear: F. R. DeHarde. R. J. Seroogy. J. F. Hardy. W. J. Baker, W. I. 
straight lengths and 45° and 90 Maa. A. R. Dallas and L. M. Dudley. Front: T. R. Weedon, A. O. Blanton, 
curves. So light in weight that even Jr., H. J. Cook, N. K. Starling. and D. E. Yokes. 





a 10’ section is easily portable, these 
convevors sustain weight of 60 to 
70 Ibs. per foot. They are easily 
issembled, without special tools 
For further information, including 
i helpful new guide for determining 
the correct size of conveyor to han 
dle your requirements, write to 
peedways Conveyors, Inc., Dept 


G., 1261 Niagara St., Buffalo, N. ¥ 


New Filter Unit Is Developed 
By Tite flex 


Completion of a specially- 
lesigned filter init Nas been an- 
vuunced by Titeflex, Inc., 500 Fre 
inghuyvsen Ave., Newark 5, N. J 


Constructed of stainless steel, the _ 


NATIONAL NuGRAPE SALES MEETING 


. Bitar : Representatives of the National NuGrape Company are shown above as 
10 sq. ft. filtering area and one they attended the company’s annual sales meeting held in Atlanta, Ga.. 
ft. area. Also included is Jan. 4-5. Back row, left to right: E. A. Randall, Sales Manager: R. B. Smith: 
H. Harris, Vice-President; W. G. Grant, Secretary: W. R. Sullivan, Presi 
dent, and C. J. Rooks. Middle row: M. F. Sullivan: R. O. Williams. Assis- 
be operated simultaneously with the tant Secretary: T. S. Saunders, and E. L. Withers, Assistant Sales Man 
precoat tank, or singly, as required ager. Front row: R. J. Featherstone. R. L. Peace, T. H. Cornwell, E. C. 
: Verner, Ben Lumpkin. W. F. Sloan, Cliff Kinnett, and U. F. Rooks. 


w unit includes one filter chamber 


oat tank. Filter chambers can 


Thus a choice of 30, 20 or 10 sq ft 





‘ 
STVIM i =| Zececo 


i A SURE-FIRE BET FOR 
Sales up — and still climbing. 

Time now for you to join the 
ever-growing group of bottlers 

who are profiting with NEECO.. . 
the coffee drink consumers 


Cash in on this s 
popular sure profit, “3 
year ‘round beverage 


prefer ever any other. 


Se. . Franchises still available 
KAYO... the leader ° we in some areas. For information 
in Chocolate Drinks for 5 : on the Neeco Profit Plan. 


25 years i 
over y plus generous samples, write today. 


CHOCOLATE PRODUCTS CO." ATLANTIC EXTRACT COMPANY 


415 WEST SCOTT STREET, CHICAGO 10, ILLINOIS 134 FULTON ST... BOSTON, MASS. 
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LOW-AND-HIGH 


Versatile “Tier-Master” is low 
enough to enter a motor truck 
van body (above), yet may be 

New Bowkki if) Trask Flas elevated sufficiently to tier three 
4 ; bn pallets high (right). 
High-Low Versatility 


4 new Mo 





fectants for food plant sanitation, 
nd industrial insecticides 
Three hundred Diverses 
sentatives Trom the | 
nd Canada gathered 
day sales and technical review 
sented by top management sales and 
technical executives. New 
vere introduced, new sales 
ce techniques examined 
ed for effective 


i IVehess 


Among those who addressed 


ng were H. W. Kochs, ch: 
The Diversey Corporat 


by a3 evi 


yperated Mobilift 


president ; 


300 Attend Diversey’s Annual 

Sales Conference 
Point-of-Sale Display Mate rial 
At Low Cost 


cost 
drink bottlers 
ompany, In 

ve., Philadelph 


noint ‘ 
pom ! 








Beverage bases and flavors by FU M BLING 


give color and taste appeal to your products 


With Krag’s 
New Bottle Opener... 


‘ This sturdy, nickel plated steel opener is 
producing quality merchandise. pertect for all outlets. Easy to operate 
e@ ORANGE eLEMON eLIME eCREAM SODA Prominent space available on opener for 


colorful trade mark or advertising message. 
@ IMT. STRAWBERRY @ IMT. GRAPE e GINGER ALE 
© IMT. CHERRY * HI-LO PUNCH WRITE . .. 


Krag Steel Products, Ine. 
THEONETT & CO. on 319 N. Albany Ave., Chicago 12, Illinois 


@ Chicago 7, Illinois 


For 62 years Theonett & Co. have been serving the 
bottling trade faithfully—helping customers gain 


new Dusiness 


Pat. No. 2533818 
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ers, for example, are priced at 15c 
each, in a minimum order of 1,000 
inits of a specific flavor. Six dif- 
ferent designs are available for six 
Havors cherry, raspberry, pale 
dry, orange, lemon and lime, and 
rape 

Further details may be secured 
by writing to Spielman’s Philadel- 
phia home office, or to its New York 
City branch at 505 Fifth Ave 


B-1 Starts Second Decade 


With Expansion Program 


The B-1 Beverage Com 
pany, with headquarters in St ee m : 
Louis, Missouri, is now entering its GMC TRUCK LINE 
second decade of activity in the bev GMC Truck and Coach Division's 1951 line of light trucks features added 
erage industry. It was started in strength, comfort and power. The one-half ton pick-up truck above now 
mid-1940 by a small group of well- has 100-horsepower, plus many other new features in engine and chassis 


design. Note the ventipanes in the window. which permit the driver to 


known St. Louis business men who control fresh air ventilation. 


advanced a limited amount of cap- 





tal to explore the idea and possi 
bilities of a drink enriched with B 

Preliminary research and devel- 
opment was started in 1938. by 
Oliver C. Thener, now president of 
the company, and Dr. Andrew C 
Klein, a practising St. Louis physi 
cian. Mr. Thener had brought to the 


projet varied experience in the 
beverage field and Di Klein con 
tributed medical and scientific 
knowledge 
Two years of study and experi 
mentation followed before they 
were able to stabilize thiamin in 
soda water and make it palatable 
lemon-lime flavor was choser 
ise it Was universally accepted 
because its citric content sup 


plemented the value ot le i } 
een ee radiennengs 1951 FORD TRUCK LINE BOWS 
The company was incorporated in 


1940 by M eas | Klein New Ford trucks for 1951 are designed to reduce operating costs, and 
: wy oe “6 . pig make trucks adaptable to more jobs. The F-8 “Big Job,” one of the new 
Earl A. Mever and James E. Darst models, is built to handle the toughest jobs in trucking, and at the same 

rhe drink was introduced first in time, it is constructed for driver comfort and safety and for low cost 


performance. Its size is emphasized by a new rugged front end design. 
sandel 





The World’s 


Cash in on 


TRADE MARK REG. 
cum STATIONARY 
« BOTTLE 
OPENERS 


Eliminate loss of 

bottles and contents. . 

Prevent danger to SA @ delicious real | d 
: y . the kind millions have 

the public. 


. enjoyed since childhood . . 
Have long life. \ D now bottied by over 250 bottlers with phenomenal 





(and profitable) sales. Write today—franchises 
available territories. 


. = ‘ (Tom Collins Jr. franchises also available.) 
Brown Manufacturing Co., Inc. AS. LEHMAN CO, ttiSrcamore, st 
HOW IT WORKS NEWPORT NEWS, VA. 
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AMERICA’S FINEST BEVERAGE COOLERS 


“Se 
Four sizes in each 
model...capacity 


range from 5 to 50 


Above Model cases, here is the an- 
C-420, Du Pont 1 
Dulux Baked Enamel 
Finish, Stainless Steel Top 
Rail and Slide-Type Lids, Ad- 
justable Divider Grills ‘'C'’ 
Models Dry Operated. 

3 Sizes—4, 5 & 6 Ft 


CHOICE OF 


and new bottlers with a limited 
these prob 
the B-1 or 
semi-national 


Soda and Seltzer Company (now the 


B-1 Bottling Company Acceptance sugar buse. However, 


In 


less than a vear, 20 bottlers in sev- 


and 
Into 


solved 
built 


by the was immediate lems were 


public 
ganization 
eral parts of the country were fran status 
B-1 


lemon-lime 


chised to bottle the beverage The company emerges into 1951 


background 
the 
office and in the field, combined with 


now supplied it with a sound financial 


Deny 


ind sparkling wate! and an organization in home 


Within two years, more than one 





NEW B-1 HEADQUARTERS 


Architect's sketch of the new B-1 Beverage Company Building. in St. 
Louis. Mo.. now under construction. Materials to be used in construction 
are non-essential. 





bottiers 


the | 


company 


hundred B-1 


franchised in 


the bottlers, that is efficient and 


nited progressive. Substantial profits are 


subsidiary made 


The 


being 
Contracts 
work has 


streamlined, special-purpose 


outbreak of have been signed and 


modern, 
build 


in the 


sequent restrictions now begun on a 


w problems, particularly 


franchise house ing to be ready for occupancy 





MASON’S 


‘Old Fashioned | 


| ROOT BEER 











MASON & MASON, INC. 


218 WN. DES PLAINES ST 
CHICAGO 6, ILL 


130 


CORRUGATED AND 
SOLID FIBRE SHIPPING 


swer for fast, low-cost, 
trouble-free cooling... 
Write for literature 
and complete details, 


Tie BEVCO Company, Ine. 


3316—28 S. Broadway « St. Louis 18, Mo. 


HE TRADE IS THE “BEVCO 


Above 

Model DB-21, — 
Adjustable Divider Grills, 

with No. 282C Single-Spout Water 
Equipment “'DB"' Models .. . Dry 
Counter-Type. 4 Sizes—4, 6, 8 


and 10 Ft 
{ D a” 


1951. This is 
Hampton and Elizabeth avenues, in 


Spring of located at 
Louis, a bustling and 
part of 
recently attracted the attention and 
of William 

York 


assembled 


southwest St 
fast-growing town which 
development capital 

Zeckendorff, the New 
estate broker, who the 
United Nations Man- 
hattan, and by Sidney Salomon, Jr., 
of the Na- 


tional Committee, and who is, inci- 


real 
property in 


treasurer Democratic 


dentally, the owner of an eastern 
B-1 


now 


franchise for 

“We considering the 
addition of new bottlers to the B-1 
Mr. Thener “We 
particularly wish to block in terri- 


the middle part of the coun 


are 


family,” states 


tory In 


try and are dealing with some sub 


stantial and successful bottlers in 


those Inquiries are invited 


parts 
from financially responsible parties 
who are Well experienced in the bev 
erage industry.” 

Diamond Alkali Approves Stock 
Option, Pension Plans 


Stockholders Diamond 


Company 


ot 
Alkali 
proved a stock option plan 


month ap 
for offi 
cers and key employees, ratified ar 


last 


ONE CALL 
FOR ALL 


CONTAINERS @ PACKING 
MATERIALS e FIBRE 
BOARDS e CORRUGATING 
STRAW 


Dimensional 
Displays 


RIVER RAISIN PAPER CO. 


MONROE, MICHIGAN 
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It Costs No More to Use... Our 


ACID-PROOF CARAMEL COLOR 


Guaranteed to be the finest Acid-Proof Caramel Color on the market, 


it is brilliantly clear, free flowing, and exceptionally strong. 


You take no chances when you take advantage of our experience and 


agreement providing for a pension 
workers at the 
plant and 


plan for hourly 


Painesville, O., author 
ized the amending of the company’s 
pension plan for salaried employees 

These actions highlighted a spe- 
ial stockholders’ 
9 at the company’s headquarters in 
Cleveland, O 

At the 
mond F 


meeting held Jan 


meeting President Ray 
Dia- 


mond’s present financial picture. He 


Evans summarized 
said that tentative figures for 1950 
indicate net earnings of $4,800,000 
or $4.40 per share. In regard to 
1951, Mr. Evans explained that the 
company at 
meet the 


present is unable to 


high-level from 
customers and he expects this situ 


least for the 


demand 


ation to continue at 


next six months 


New Display Rack Combines 
Full Ad Visibility and Safety 
The “Safety Challenger,” 
rack designed to afford 
maximum advertising of the 


display 
prod 
icts displayed, and at the same time 
embodying the “back slant” 


eliminates 


safety 


feature which possible 


breakage of bottles caused by tilt- 


service. You are assured of quality and dependable performance, 


backed by 70 years devoted to the manufacture of fine Caramel Colors. 


SETHNESS PRODUCTS COMPANY 


1300 W. DIVISION ST., CHICAGO 22, ILL. © 41-11 29th ST., LONG ISLAND CITY 1,N.Y 


ing, hanging, or sliding, is the new- 
est product of! the Frontier Mfg 
Co., Dallas, Texas 

In addition to these features, the 
that 
are more easily and handily reached 


manufacturer claims cartons 


by customers when the “Safety 
Challenger” rack is used, because 
the back feature offers the 


at the from 


slant 


cartons natural angle 


which they may be most conve- 


niently picked up 








TIOGA AND MEMPHIS STREETS 
PHILADELPHIA 384.PA 
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TREENBOXCO, 


Manufacturers of WOODEN BOXES 


OF EVERY DESCRIPTION 





* 








The rack’s construction is all- 
steel with baked enamel finish. It is 
available in standard bottler’s col- 
ors. The metal display sign affixed 
to the top of the rack is also fin- 
ished in baked enamel, and affords 
day and night advertising of the 
beverage being displayed 

Further information on the 
“Safety 


secured by 


Challenger” rack may be 
writing the Frontier 
Manufacturing Co., Dallas, Texas, 
sox 7346, Rack Dept. 


Container Corp. Subsidiary to 
Erect New Plant 

Ira C. Keller, 
President of Container Cor- 


Executive 
Vice 
poration of America, has announced 
that Sefton Fibre Can Company of 
St. Louis, a wholly-owned subsid- 
iary, has acquired land in Piqua, 
Ohio, on which it will erect a mod- 
ern building to be fully equipped 
for the manufacture of fibre cans. 
Construction will be started in Jan- 
uary, and it is anticipated that the 
plant will be in operation by the 


middle of 1951 


SUPERIOR 
EXTRACTS 


drink sales! Order 
tang and 
ol for over 82 years 


GINGER ALE—Pale Dry & Golden 2 oz. 
and 4 oz.—No. 1828 2 oz. 


CREAM—Always hits the spot—! oz. 
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PERSONNEL CHANGES 


UUM NUMA IU 


The Diversey Corp. 

Four promotions in the field ser 
vice organization of The Diversey 
Corporation, Chicago, have been 
announced by General Sales Man 


iger W. E. Noves 


H. B. Conrad has been promoted 
from a district managership in the 
Southern Division to the position 
of assistant to the manager of the 
Southwester! 
tle, a former territorial represen 
tative in the Southern Division, 
has moved into the district mana 


yership vacated by Conrad 


| ar Simmons, former field set 
vice representative in the Central 
Division, has been named district 
manager for most of the state of 
McCurdy, tor 


service representative in 


Indiana, and G. R 
mer field 


Division, C. EB. Tut- 


U/ALLLUUUTAPOAUOUPAN CL Aa 


the Eastern Division, has been ap- 
pointed manager of the Philadel 
phia District. 





GETS STANGE SALES POST 


W. Earl Anderson has been ap- 
pointed a sales representative 
for the Wm. J. Stange Co., Chi- 
cago. He will cover the states of 
Texas, Oklahoma. New Mexico. 
Colorado and Western Kansas. 
Thurst Lind, Jr.. who previously 
represented Stange in this terri- 
tory. has been transferred to 
Michigan. 





The Vendo Company 


Thomas 
ident and general manager of Bux 
Mass., be- 
came an officer and member of the 
board of directors of The Vendo 


A. Buckley, former pres- 


ton, Inc., Springfield, 


Company on January 1, according 


T. A. BUCKLEY 





to an announcement by E. F. Pier- 
son, chairman of the board. Mr 
Buckley 


president in 


serves Vendo as vice- 
charge of sales and‘ 
marketing 

Vendo, said to be the largest 
manufacturer of vending mac hines 
in the world, has produced over half 
a million coin operated coolers for 
bottled Coca-Cola 





You Wil Get 


more cases per man per day with 


BURNS MASTERLINE FILLERS 


Write and let us tell you how you can pay for your y 
BURNS equipment out of the savings it makes. . . . 


COLA 
LEMON 
GINGER ALE 
SELTZER 


Multiplex *seer* Dispensers 
For BARS and TAVERNS 


Fresh Carbonated Drinks 


SPEEDS SERVICE 

INCREASES PROFITS 

. ELIMINATES BOTTLES 
Write for Folder and Prices 


BURNS BOTTLING MACHINE WORKS, INC. 
Established 1919 
BALTIMORE 18, MARYLAND 





MULTIPLEX FAUCET COMPANY 
4321-27 Duncan Ave., Dept. N.B.G.-14, St. Louis, Mo. 


Manufacturers of Beverage Dispensers for 45 Years 











MEET COMPETITION 
with 


NEW YORKER and CASCADE 


line of beverages 


® 52 years of consumer acceptance 
® Quality higher today than ever 

@ All popular flavors in demand 

© Prompt shipment day order received 


Write Today 


MONARCH MANUFACTURING COMPANY 


P. ©. Box 68, Station A Atlanta, Ga. 











Benzoate of Soda “Seydel’’ U. S. P. 


Standard for over a quarter of a century 


SOBENATE 


A special benzoate for beverages of delicate 
flavor. Does not impart a taste. 


Samples and literature on request 
SEYDEL CHEMICAL CO. 


JERSEY CITY 2, N. J. 
Established 1904 
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Mi 3uckley’s association with 
Vendo actually began as early as 
1938, when that company’s first de 
vice for vending bottled Coca-Cola 
by coin control, a vending top, went 
nto the market. At that time, he 
was in complete charge of all Coca 


Cola operations for Westinghouse 


Dad’s Root Beer Co. 
Jack Frieland, formerly with the 


Fountain Division of a national WHEELER 
ola organization, has joined the 





Fountain Jivisior ) lad’s Root : : : 
ountain Divisio f Dad's Roo Previous to joining Pepsi-Cola, he executive, has been appointed man- 
seer C anv i prepar: i , +s . 
ie ompany in prepa itior fon spent eight years with Young & ager of the western division for 
tn new ; mande \ ain ; 

a ind expanded fountait Rubicam, Inc., advertising agency, national sales. Mr. Powell will open 


as account executive in the New new Pepsi-Cola offices at 1250 Wil- 
York office, and as managing direc- shire Boulevard, Los Angeles, as 


syrup program of 1951 
Robert N. Barnholtz, with a rec 
‘ j { 20 vears i the t ray ; S 
rd of 20 years in the beverage in tor and associate media director in headquarters for the company’s na- 


dustr asa t pig a sales , , . . : 
istry, both as a bottler and a sale Young & Rubicam S.A. of Mexico tional sales activities in 


: eleven 
representative “as > d: s =  s 
“ 5 ntative, has joined Dad D. Mitchell C western states. These activities 
is «a District Manager. “Bob” w itche ox, an assistant 
rict Man ‘ Bob ill cover chain stores, industrial out 
be in charge of the N.W. States vice-president since 1949, was 
lets, military business, special 
elected vice-president in charge ot 
7 events and concession sales 
> : . sales promotion. Mr. Cox has been 
Pepsi-Cola Co. . 
T responsible for developing a uni 
. 1) t ap nts 
iret importan ippointment form sales training program for all Coea-¢ ola Co. 


were announced last month by the Pepsi-Cola bottlers, and has di 


Pepsi-Cola ¢ ompany 
Stirling Ross Wheeler, who 


oined the company last vear as 


Top-level executive changes were 
: announced recently by the Coca- 
the company’s) many — specialized Cola C 
ola ompany 
markets i 
assistant advertising director, has Phe 


rected sales promotion activities in 


Company announced that 
been named advertising director James Powell, veteran soft drink H. B. Nicholson, 


Ginger role Flavors 


9 
ceca Use Berghausen’s 
MONTE CRISTO 


THESCO CARAMEL COLORING 


a vice-president, 





A Full Line of Distinctive Extracts , 
and Concentrates It 7 Safe 
THEALL & PILE, Inc. 


297 Pearl St. New York 7, N. Y. © 





BIG PROFITS CARAMELS FOR ALL PURPOSES 


FROM LITTLE BOTTLES ; Colas * Root Beer « Other Beverages 
Your BOTTLES in MINIATURE 


Boost sales with'an exact Ware’ ? 
reproduction of your bot- 
tle and label in miniature 
— Give them as favors to 
distributors, salesmen, 


Se eee ™°E. BERGHAUSEN CHEMICAL «o. 


rite for 4538 W. MITCHELL AVE. 
mec . 7 MAM oe eeu ts. ani 
price list. 433 N. 2nd. ST. MILWAUKEE, WIS. 











also has been elected treasurer, and 
that John D. Goodloe, secretary of 
the company, has been elected a 
vice president 
Mr Nicholson 
Talman as treasurer 
Felix W. Coste 
harge of advertising, will succeed 
Mr. Nicholson as head of the mar- 


succeeds E Le 


, Vice-president in 


keting division of the Company 

In addition to his duties as vice 
president and treasurer, Nicholson 
vill represent The Coca Cola Com 
pany with respect to the operations 
of all its subsidiaries, domestic and 
overseas 

Each of these executives will 
maintain offices both in Atlanta and 
New York City 


White Rock Corp. 
The Board ol 
White Rock 


nounced the 


Directors of the 
Corporation has an 
election of George F 
Kay to Vice-President in Charge of 
Production, Engineering and Re 
search 

Mr. Kay White Rock 
Corporation in 1948 as Director of 


joined the 


Production, Engineering and Re 


search, bringing with him twenty 


GEORGE F. KAY 





years of experience in the carbon 
ated beverage field 
dance the White 
have developed scientifically 
essed waters and flavors 
Mr. Kay is a 
American Statistical Quality Con 


trol Society and the Biometric So 
ciety, both promoting the control of 


quality through statistics 
authority on the scientific 


ment of water for all process indus 


Economic Machinery Co. 

Andrew J. B. Adams, 
and General Manager of the Eco 
nomic 


Machinery Company, 





Red di 


save 1/2 the price 
of new equipment 
LIQUID CARBONIC 

12 SPOUT 


Under his gui- 
Rock laboratories 
proce 


member of the 


He is an 
treat- 


President 


Wor- 


Mass., 
Manufacturing 


cester, 
Meyer Company, 
Cudahy, Wisconsin, has announced 


Division of Geo. J 


his retirement from the company, 
effective December 31, 1950 
Succeeding Mr 


Manager of 


Adams as Get! 
eral Economic Ma 
Ernest A. Oliver, 


who has been associated with Geo 


chinery Co. is 


J. Mever for many years 

Mr. Adams was instrumental 
effecting the 
nomic Machinery Co. (makers ot 
World Labelers) by the Meyer o1 
ganization in order to provide the 


acquisition of Eco 


industry with a centralized source 
of technical assistance, engineering 
development, application and se) 


vice on the complete bottling line 


Polak & Schwarz, Inc. 

Polak 
nounced the appointment of Frank 
J. Micek to the staff of its Chicayvo 
office. Mr. Micek will act in the ca 
pacity of technical sales represen 
serving P & §S 
tomers in the Midwest territory 

During the past five years, Mr 
Micek was a Chief Research Chem 
ist, developing 


& Schwarz, Inc. has a: 


tative, flavor cus 


flavors and com 
pounds in several food fields 





d filler. ® di 





delivery. 


Carbonator 
Liquid lifetime 
magic stainless steel 
carbonator. 500 gal 


Michael Yundt 

Washer 
12 wide brush type 
including all — 
capacity. In first Pumps for solutions 
class condition. A and water. Back 
real bargain. feed and front un- 

load with conveyor. 
Burahom Oil A wonderful buy. 

Furnace Pilate and Frame 
16 HP. adaptable Filter Press 
for steam or hot Ten chamber, ten 
water with two 275 square feet of filter- 
gal. storage tanks, ing area. In _ per- 
oil circulating pump fect condition. Uses 
and hot water con- paper or asbestos 
trols. An unusual pads. Automatic by- 
value! Pass 

Write today for prices and further 
information. 





tloned. Handles 7 of. to 
quert. A real buy in a fine 
piece of equipment. Write 
for price today. Immediate 


Other Values in Used Bottling Equipment 


EQUIPMENT COMPANY 
Liquid Handling Materials 
2530 S. Wabosh Ave., 


Chicago 16, Ill. 
Phone: DAnube 6-1344 


{ 
other { 
eveoilable | 
equipment 1 
pane 
ettles 
filters 
conveyors 
liquid fillers 
washers 
“sanitary 
fittings 
homogen- 
izers 
agitators 
tanks 
vacuum 
pens 
revolving 
pans 





Equipment 








Union Acid Proof Caramel Color #125 


®@ High Coloring Value 
® Free Flowing 


@ Uniformity 


UNION SALES CORPORATION 


Union Starcu & REFINING Co, 


® Service 


OISTRIBUTOR FOR 


CoLuMBuS, INDIANA 
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Lewis-Shepard Products, Ine. 
H. M 
Manager of 


Sales 
Prod- 
confirmed the ap 
Walter S 


Palmer, General 
Lewis-Shepard 
ucts, Inc., has 
pointment of Peper as 


sales representative. Mr. Peper 


will serve on the staff of the New 





RIVER RAISIN NAMES 

H. V. Hodge. since 1936 assistant 
sales manager of the River Rai- 
sin Paper Co.. Monroe. Mich., has 
been named general sales man- 
ager. president Charles L. Wood 
has reported. The company 
maintains sales branches in ten 
cities. 





when you think 
of efficient 
conveying 
systems 


THE ALVEY-FERGUSON COMPANY, 675 DISNEY ST 


Offices or Representatives in Principal Cities 


You Can SEE The Superiority of Alvey-Ferguson 


February, 1951 


SQUIRT SALES AWARD 


W. A. “Chink” Sopher (center) receives the yearly Squirt Major Market 
Award from Bill Jay. Sales Manager, as President Ed Mehren looks on 
approvingly. The award, given to the District Sales Manager whose 
markets have shown the most sales progress during the past year, was 
made at the recent Annual Sales Meeting of The Squirt Company, in 


Hollywood. 





York area Sales and Service Head- 
North New 
will complete 


quarters at Jergen, 


Jersey He have 
charge of sales in lower Manhattan 

Dave G 
necticut representative for the 
Watertown, 


Richmond, former Con- 

Massachusetts mate- 
rials handling equipment firm, will 
be in charge of sales in the Brook- 
Ivn and Jersey City areas 


Ross Melver, for many 
Newark representative, is also now 
with the New 
York Sales and Service facility with 
his headquarters at the North Ber 
gen address. He will handle 
for the same Newark, New Jersey 


vears 


actively connected 


sales 


area as hitherto, but with the full 
complement of the North 


facility available to his customers 


Bergen 


Don’t be too late for 


a Sun Spot Franchise. 


Protect your territory... 


write for information, NOW 


CINCINNATI 9, OHIO 


IT’S MADE WITH 


Real Change Guice/ 


WRITE—WIRE—NOW! 


SUN SPOT COMPANY 


of AMERICA 


1520 Ridgely St., Balto. 30, Md. * Western Office: Long Beach, Cal. 


onveyor Engineering 








Have You Purchased 
that Essential 


WATER POLISHER? 


Silpace 
COMMON SENSE 
DISC FILTER 


improved taste and 
appearance of your 
beverage means in- 
creased sales! 


























Capacity for water at 25 ibs. pressure is more than 300 gal. 
for the first hour. Uses inexpensive filter paper or cloth. 


WRITE TODAY! 


Other “Filpaco" Products for the Beverage Plant: 
Filter Presses, Stainless Steel Tanks, Transfer Pumps, 
Conveyors, Filter Paper, Filter Cloth. 2 


FILPACO INDUSTRIES 
The FILTER PAPER CO. 





TWO-ZONE DE-ALKALIZER DE-CHLORINATOR FILTER 


WATER TREATMENT... THE MODERN WAY 


Bottlers who want the best in water for making their bever 
iges should use AquaMatic equipment. The system shown 
here is a medium-sized one (capacity 900 gph) but it has all 
the important elements a Filter for removing solid matter 
a De-Chlorinator for removing objectionable tastes and 

dors and a Two-Zone De-Alkalizer to provide uniform 

jesired alkalinity. This delivers a clean, polished water, free 
from taste or odor, and of the correct alkalinity to retain tang 
ind true flavor. Made to your specifications in a wide range 
{ capacities and arrangements. Write for our 20-page catalog 

Water Treating Equipment’ describing all AquaMatic units 


AUTOMATIC?UM£sortenzr 


CORPORATION 
2412 GRANT AVENUE, 








ROCKFORD, ILLINOIS 


are Distributed by The Liquid Carbonic Co 
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“Custom-made” Beverage Cases are not manu- 
factured in standard sizes. Your individual size 
and shape of bottle dictates what their measure- 
ments should be. 

Remember. you have less breakage when bottles 
fit their cases. 

“Custom-made” cases are now obtainable. Write 
today for delivery information. 


THE GREEN COMPANY 


10 East 40th St. New York 16, N. Y. 


(Piant— Bellows Falls, Vt.) 








ACID PROOF CARAMEL 
FOAMING TYPE CARAMEL 


Caramel Coloring 
for ALL TYPES of 
CARBONATED BEVERAGES 


Samples on Request 


D. D. WILLIAMSON & CO., Inc. 


5-39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, N.Y. 
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CLASSIFIED 
ADVERTISING 





RATES AND GENERAL 
INFORMATION 

ON CLASSIFIED ADVERTISING 
@ For sale, Exchange and Wanted 
Advertisements are available to read- 
ers at the following rates: 25 words, 
$1.50 each insertion; 6¢ for each addi- 
tional word. Address or box number 
is not included in word count. A num- 
ber, or group of numbers is considered 
as one word 

@ Orders for classified advertising 
must be accompanied by payment. 


@ Those advertisements which do not 
comply with the established headings, 
or which advertise new products or 
services are not acceptable. The Edi- 
tors reserve the right to change or 
reject any advertisement submitted 
for these columns 

e All advertisements appearing in 
these columns are bona fide. In an- 
swering same, please take notice that 
letters must be sent to the box num- 
ber, initials, name or address given by 





advertiser. The N. B. G. assumes no 
responsibility for condition or descrip- 
tion of items listed in this section. 

@ Under no circumstances will the 
N. B. G. give the names of parties 
where box number or initials are 
given as the address. All answers 
sent in care of this office are promptly 
forwarded. 

NATIONAL BOTTLERS’ 
GAZETTE 
80 Broad Street, New York 4, N. Y 




















FOR SALE 


Business Opportunities. Bottling  Establishmer 


FOR SALE 


% M 


SPECIAL 
ANNOUNCEMENTS 


BOTTLERS’ TRADING POST 


WE BUY - SELL - EXCHANGE 


BOTTLES 


amber exports in fibre 
excellent for chocolate 


gr. 7 of 
cartons, 
drink 

gr. 24 7 oz. amber White Rock 
splits in fibre cartons 

full depth cases 7 oz. flint sodas 
gr. tall 7'2 oz. flint sodas 

gr. 12 oz. flint Pepsi type bottles 
gr. 32 oz. plain sodas flint and 
emerald green 


MACHINERY 


Model F Dixie 

12 spout Red Diamond Filler 

S.S. Tanks 100-400 gal. capacity 

500 gal. Cem Soturator 

5 ton York Water Cooler, 2 yrs 

Check with our Equipment 
real savings 


old 


Dept. for 





AIDMON BOTTLE & SUPPLY CO., INC. 


7615 3rd AVE BROOKLYN 9, N. Y. 
BEACHVIEW 8-3450 





IT 1S INCOMPARABLE! 


A-1 Cola Base Concentrate 
“The Cola of Superior Flavor” 
write for free sample te 
CLOISTER LABORATORIES, INC. 
325 W. Huron St. Chicago 10, tIl. 








GRAPE SODA JOBBERS 


Beginning in 1951 our Imitation Grape Soda 
Concentrate sales to bottlers throughout 
North and South America will be handled by 
protected territorial jobbers or bottlers who 
job. For an investment of a few hundred dol- 
lars and the proper interest the possibilities 
are good. Write box 406, c/o this office. 





Chartes S. JACOBOWITZ @. 


3071 MAIN ST. BUFFALO 14, N.Y. AMHERST 7100 


WE'RE BUYING EQUIPMENT! 


We are interested in purchasing good late 
model equipment at attractive prices. Tell 
us what surplus machinery you hove, list 
the age, serial number, general condition, 
asking price, etc. You will be pleased with 
the manner in which we do business 
We're looking for immediately: 

Dixie Model F 

Liquid 12, 24, and 40-spout fillers 

Cem 20's and 28's 

Cem soturators 

D & L ard Heil washers 

Miller Hydros with automatic discharge 

Stainless steel mixing and storage tanks, 

etc 


Do you have any equipment requirements? 
Perhaps we can arrange oa ‘‘trade deal.'' 


How good a ‘‘horse trader'’ are you? 








3 Sewing American Tndustyy for over 30 Years 


CLASSIFIED 
ADVERTISING 


FOR SALE. 0 


OOOO) 


(Mn) 


BON 45s 


FOR 


FOR 


FOR SALE 


Machinery Apparatus Materials 


15 Mills cup machine 
COCA-COLA BOTT 
1527 ¢ St Nashville Tent 7.-t 


FOR SALE 


a e 


FOR SALE.—24 


FOR SALE 


. 1000 gpk 





Bottle. 





CLASSIFIED 
ADVERTISING 


FOR SALE.—Hyt 





FOR SALE 
400-gr. 8-0. attractive flint sodas "ACL" Red Wine 
1400 cases 24/8-oz. flint sodas lettered ‘'Varsity” 


| 4000-gr. 8-oz. emerald green sodas, packed two doz. 


cartons 


10,000 cases, 24/7-o2. flint sodas, ACL ‘Joe Louis” | 


400-gr. 7-02. flint stippled, lettered "Bob Davis’ 
800-gr. 7-oz. emerald green "ACL" water shape 
2000 cases 24/6!/2-0z. attractive flint sodas 

brand 
150,000 full-depth 7-oz. cases to hold 9-10 oz 

weight, 7-oz. Canada Dry shape bottles 

Will buy your surplus bottles 
siphons - crowns 

HEADQUARTERS FOR BOTTLE BARGAINS! 


1. BASKOWITZ BOTTLE CO., Inc. 
1301 Grand Street Brooklyn 6, N. Y. 


one 





WANTED SURPLUS B-1 BOTTLES 
Interested in large amount of both the 7-oz. 
28 oz. ACL B-1 Lemon-Lime Bottles. 

Advise price f.o.b. shipping point, quantity and type 
shipping containers 
BOX NO. 439 
c/o NATIONAL BOTTLERS' GAZETTE 


80 BROAD ST. NEW YORK 4, N. Y. 


We Will Buy At Any Point 


Any Quentity of Emptied 10-Gallion Grapette, 
Double-Coia, and Pepsi-Cola Metal Cans; 
aad Also Wooden Kegs, Barrels and Steel 
Drums. 


BUCKEYE COOPERAGE CoO. 
3803 Orange Ave. Cleveland 15, Ohio 


FOR SALE 


flint, tall, 


ond 








1,000 casex capacity, 
private ACL; 2 cases flint, 
ta packed 24 to full depth 

o ity flint quarts wit 

depth shell; 1,000 « 

. plain « s initialed « 

d T-ounce cap tall 
ACL, 300 gross apacity ACL Chero bottles 


SIGNER BOTTLE SUPPLY CO. 
Cincinnati 14, Ohio 


DOMINION KOLA BASE 


Highest Money Value & Concentration 
Superior Flavor 
Samples & Prices on Request 
DOMINION PRODUCTS, INC. 
10-40 44th Drive L. I. City, N. Y. 


CONSULTANT 


Preparation and Production of Carbonated Beverages 
Leading U.S. A. and Foreign Manufacturers 
Served 
DR. FREDERICK H. POLLACK 


Lorree Laboratories 
8-28 Astoria Boutevara Long istend City, N. Y. 


semi-steinie with 
10-072. capacity, private 


flint s« 
6-o# 














EXCEPTIONAL OPPORTUNITY 


For a territorial representative to rep- 
resent an aggressive nationally known 
mid-west franchise company in New 
England and the Eastern States. 
Principal duties will be franchising new 
bottlers, analyzing present operations 
with a view to increasing sales, plan- 
ning, organizing and directing various 
campaigns in this district. 
The representative must be free to 
travel and possess sound business 
judgment and initiative — must have 
knowledge and complete experience in 
the beverage industry. 
Splendid opportunity. 
Our organization has been informed of 
this ad. 

Reply Box 424 


NATIONAL BOTTLERS' GAZETTE 











eF 


CLASSIFIED 
ADVERTISING 


FOR SALE 

Ser. No. 57 

yf SE\ 
4 1 


FOR SALE 


BOTT 


lin 


FOR SALE 


bele i 


Ov electr 
FILTER 
go 16 


complete 
Lexa 


COCA-COLA ROTT 


FOR SALE 


gle was 


arger wa e ir reason 
SEVEN-UP BOTT. CO 
Mankat Minr 1.-1 


ed 


207-209 W. Elm St 
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cer me-vscarsceme| FIRSTENBERG’S | waxten to nvy 
Theat OB go MR —F : ERTON BEV ; 


NEW YEAR SPECIALS Bottling Outfits, Bottles, Boxes, Machinery, ~— 


WANTED TO BUY 12 


2.oz. Barq bottles 
1 sec plai ACI BAROQ BOTT. CO., 
FACTORY fixe 
FOR SALE aker, 8-wide 100 c.f hey 
al ‘tion, $800. — MI ENS EHAHA REBUILT ? WANTED TO BUY.—Any quantity used 
mp Y lz \ amber, f.o.b. Chicag 
WATE! ' ee VANCE BOTTI CO., 1834-40 Milwaukee 
= GUARANTEED amc 


: sapien ae 0 . ° . ° WANTED TO BUY. 
feclop soe nous ode" wre Bottling Equipment with Savings Joes: \o ie sovits 
Rd SALE.- , pickle pee rere Up to 30% WANTED TO BUY. ui my 
6. i : | We still have a complete ison BOTT CO. INC, “Bs “Mangin 
FOR SALE—Shielis soaker, Laud eT stock of good, modern, fac- WANTED TO BUY.—S00 41 

riepoNiA tory rebuilt machinery, IN- Poss “wycSic PREWING 
CLUDING such desirable 


SALE yew € € \ t WANTED TO BUY 
. pebie items as: 


FOR SALE 
cen washer ottles, caps, ca 
SUPPLY 

Wise 2.-1 


919 5 oth St waukee 


ROCK BOTT. CO.. W 


24 spout Liquid Red Diamond Filler & WANTED TO Buy. 
FOR SALE eve pou Crowner 

main ete . aa 2-24" Loomis Manning Water Filters 
4W2C Meyer Dumore Washer WANTED TO BUY 
20 spout CEM Filler & Crowner NICK 


250 GPH Red Diamond Stainless Car- 
bonator (WANT ED TO BU Y 
Dixie Model "F'' Automatic Filler 
12W4C Meyer Dumore Washer Sage 
6 DISC STAR SYRUP FILTER pout Ligeld or Covum Cock ape Mik ater aie 
World Rotary B-N-F Automatic Labeler "NS Brentions, Thorn oe Wrow-tt : , 
40 spout CEM Filler & Crowner 

FOR SALE—1,000 cases Squirt bottles; colo 8WOQ2C Liquid Superkleen Washer ba tt ge tenga de iy shite ot Sees 
yy as Mi N De REI 3k 1. I we 6 wide Heil Automatic Washer - wt ; ; ; 

Bt St., Wikmiagton, Ye a Kwick-Kleen Water Filter 

FOR SALE xd pre 20 | 24 spout CEM Filler & Crowner ‘eal ; ~~ battles BRI MEM & SONS nists 

wy thas cota + sehlleaage egy 250-1000 GPH CEM Saturators porens Ave., Lansing, 10.—21-J 
40 spout Liquid Low Pressure Filler 
8WQ2C Meyer Dumore Washer seule Becneat eal a euvgiion ad 
5 HP Frigidaire Water Cooling System mos than 4 yea ; give full particulars 
16 spout Meyer Dumore Filler & Crowner aa nen eee 
28 CEM Filler & Crowner 
Liquid "O & J" Automatic Labeler : : oe 
16 head Miller Kendall Tumbler HELP WAN I ED 


120 CPH Sturdy-Built Automatic Washer Foremen Helpers, Practical Bottlers, Salesmen 





- pout Cem filler to 


WANTED TO BUY 8-spout 
ze 





4w2c Liquid Superkleen Washer HELP WANTED.—Salesmen; new progressive 


davor house wants representation, all but New 
500 GPH Liquid Lifetime Stainless Car- England states; several specialty items; good o 
bonator portunity.—ATLANTIC EXTRACT CO ING 

lton S osto s 
1000 GPH Liquid Recirculating Stainless edness a eee 
Carbonetor HELP WANTED.—Salesmen wanted; old es 
20 head Liquid Tumbler tablished flavor house wants men; will consider 
side line or full time —ESSENTIAL PRODUCTS 

CO., INC., 5@ Fulton St., N. Y. C.—8.-tf. 


FOR SALE. Oslund right band labeler, set up ff Send your inquiries with no 
gy were obligation to you and ask for 

FOR SALE cel welded beverage ruck @UP ''General Catalog No. “ee 
suret conditions average age less than 2 tt ie 


FOR SALE e have { et Liquid ay IRS { ENBERG 
r Super Kleer ).wide d ble “nd uar 
rT > es r t heal 


HELP WANTED.—Exy« 


HELP WANTED 


washe Ser 


BOTTLERS’ EQU:PMENT CO.INC. 
301-307 Powell St., Brooklyn 12, New York 











WANTED 


WANTED 


>» WANTED 


WANTED I 


WANTED 


to hig 


WANTED 





FOR SALE 


Complete 32-Spout Bottling Unit 
Handles Up To 32 Oz. Bottles 


12-Wide, 3 Compartment Liquid Superklieen Washer 
32-Spout Liquid Low Pressure Filler 
16-Head and 8-Head Crowner 
500-Gallon Liquid Carbonotor 
York 10 H.P. Compressor and Hygrade Stainless 
Steel Cooling Cabinet 
Evons 2-Unit Heater 
15-Head Beverage Mixer 
Two 500-Gallon Water Filters 
Accumutating Table 
Liquid Nash Compressor 
About 107 ft. Bottie Conveyor 
Motors are standard 220-volt, 60-cycle, 3-phase 
Entire Unit May Be Seen in Operation 
Available About March 1, 1951 


SEVEN-UP BOTTLING COMPANY 
2183 Genesee Street Buffalo 11, N 


Y 





FOR SALE CHEAP 


1 Liquid Carbonic Super Kleen Sooker and Washer, 

Ser. +2433, handles all sizes, 200 btis. per min. 16 

btis. wide, 36° length, 12° high, 10' wide. A one floor 

machine. 5 years of actual use 

1 Ermold Bottle Labeler, Ser. +12308, 8 btis wide, 

180 per min. 7° long, 7° wide, 7° high. This line is 

complete and intact including all connecting conveyor 

links, Universal bends with revolving discs, etc 
BISON BOTTLE COMPANY, INC. 

28 Wasson St Buffalo 10, N. Y 








Buy — Sell Exchange | 
BOTTLES—SUPPLIES 


M. WALSH 
8201 4th Ave. Brooklyn, N.Y. 
SH 5-5856 











FOR SALE 


1500—Single Shell Steel Querters. 
500—Lee Steel Half Barrels, 1947 & 1948's. 

15000—Wooden Export Cases, paper partitions. 
5000—Wooden Quart Cases, paper partiticas. 
3000—Aluminum Helf Barrels. 

1—Ermold Labeler, 8 Wide. 
5000 - 12 ez. Brown Export Botties 

- 7 ez. Brown Export Botties 

1000 = 12 oz. White Export Botties 


GIRARD MACHINERY & EQUIPMENT COMPANY 


134 S. Second Street Reoding, Pe. 








CITRIC ACID 
TARTARIC ACID 
POWDERED LEMON JUICE 


BENTON-LEE CORP. 
109 Cook St. Brooklyn 6, N. Y. 











FOR SALE 


FOR SALE: Beverage coolers, brand new, slant front, 
dry type 6 or 8 roe long, with coils and expansion 
vaives $175.00, F.0.B., N. Y. Also flat top coolers, 
brand new, wet or dry complete with condensing unit 
$185.00, F.O.B., N. 


INTERSTATE ‘APPLIANCE Co., INC. 
600 Broadway, New York, N. Y. 


LIQUIDATING BOTTLING PLANT 


1—Wawvkesha 25BB Stainless Stee! Sanitary Pump 
1—U. S. Bottiers Rotary Washer 


1—Infilco 12°’ dia. Pressure Filter with 12°’ dia. 
Hydrodarco Purifier 


1—Manton Gaulin Homogenizer No. 125 CGD 








Lot Stainless Stee! Sanitary Fittings, Valves & Tubing 
ALL EQUIPMENT PRACTICALLY NEW — SOME NEVER 
USED 


Large stock stainless steel storage and mixing tanks 
from 30 gal. to 500 gal 


PERRY EQUIPMENT CORP. 
1519 W. Thompson St. Phila. 21, Pa. 





FOR SALE 
2 Cars Emerald Green 7 oz. Splits lettered 
Dew 
2 Cars plain 24 oz. packed in one doz. 
cartons 
15M—'2 depth a cases full pockets, 
20c each, F.O.B., K.C., Mo 
R. PELTZMAN BOTTLE CO. 
1721 Holmes St. Kansas City 8, Mo. 





FOR SALE 


Large lot, 24 oz. flint and emerald green plain 
soda bottles. Packed in one-dozen cartons. 


M. JACOBS & SONS 


2903 Beaubien St. Detroit, Mich. 


s 


WORK WANTED 


ituations — Salesmen, Bottlers, Foremen, Helpers 


WORK WANTED I 


WORK WANTED 


WORK WANTED.--!I 


WORK WANTED 





MISCELLANEOUS 


MISCELLANEOUS 


MISCELLANEOUS 


MISCELLANEOUS 
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OOO EO POOP EEE KH 


Why Pay High Prices for CITRIC ACID 
WHEN YOU CAN USE 
Dr. Weber’s ACIDIFIER 


LB. OF ACIDIFIER EQUALS 
LB. CITRIC ACID 


e? epiace 
te Ib 
8. en York 
TORRE P ROD CTs CO., INC. 
52 Wooster St., New York City 
Telephone CAnal 6-7336 


OOOO WOOO ee 
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National Bottlers’ Gazette 








FOR TASTE IMPROVEMENT... 


EASTERNERS, TOO Fur Wei Ur J 


PFIZER ACIDULANTS Ii 


° 
East or west, north or south, Pfizer Quality Acidulants are f 
country-wide favorites for improving the taste of fruit-flavored 
beverages. “Treated” this way, even the best flavors get a taste- 
tingling lift. What’s more, Pfizer Acidulants dissolve f-a-s-t .. . 


cut costs give you even acidulation every time. 


Eoyery 


>) EX 


PRR AS 


ANHYDROUS CITRIC ACID + CITRIC ACID + TARTARIC ACID + SODIUM CITRATE + CREAM OF TARTAR + CAFFEINE ~~~ 


CHAS. PFIZER & CO., INC., 630 FLUSHING AVE., BROOKLYN 6,N. Y.; 425 NORTH MICHIGAN AVE., CHICAGO 11, ILL.; 605 THIRD ST., SAN FRANCISCO 7, CALIF 


















































